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at  leveraging  the  Web  to  add 
enterprise  value. 
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Predict  The  Future, 

And  You  Can 
Change  The  World. 


With  NEUGENTS, 


You  Can  Do 

Introducing  software  that  can  emulate 


a  human  brain. 

It’s  true.  Neugents™  think  like  a 
human  —  only  faster. 

Neugents  compute  not  in  thou¬ 
sandths  of  a  second,  but  millionths. 
Without  emotion,  subjectivity,  or  bias. 

Neugents  can  analyze,  make 
decisions,  take  action.  They  can  process 
massive  amounts  of  chaotic  data  and 
instantly  identify  complex  patterns  and 
relationships.  Figuring  out  why  things 
happen,  and  more  importantly,  predict 
what  will  happen  next. 


Neugents  can  learn.  Using  a 
unique  self-learning  algorithm, 
Neugents  get  smarter  every  second, 
every  hour,  every  day. 

The  secret  is  Neural  Network 
Technology.  Computer  Associates  has 
taken  this  powerful  technology  and 
turned  it  into  a  patented  application 
that  goes  far  beyond  traditional  fore¬ 
casting  methods  and  rules-based 
applications. 

Neugents  can  tell  you  what  your 
sales  are  going  to  be  next  week,  next 
month,  or  next  year.  They  can  tell  you 


Both. 


before  your  next  product  fails  —  and 
why.  And  for  enterprise  management, 
Neugents  can  do  everything  from  warn 
you  before  a  server  goes  down  —  or 
tell  you  when  and  where  your  next 
security  breach  will  occur. 

With  virtually  every  aspect  of  your 
business,  Neugents  can  accurately 
and  consistently  predict  the  future. 

And  when  you  can  predict  the 
future,  you  can  not  only  change  the 
future,  you  can  change  the  world. 

Call  1 -877-Neugents  for  more 
information. 


NEUGENT57  Software  That  Can  Thinkr 


(Computer 

Associates 

Software  superior  by  design. 
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By  Sari  Kalin 
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COVER  STORY:  BUILDING  WITH  EXTRANETS 

To  build  a  replica  of  15th  century  Venice  in  record  time, 
architects  used  21st  century  technology. 

By  Anne  Stuart 
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OUTSOURCING  Experts  say  outsourcing  Web  hosting 
is  the  smart  way  to  go,  yet  every  day  more  companies 
move  hosting  in-house.  Are  corporate  control  freaks 
making  a  big  mistake? 

By  Peter  Fabris 
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They  all  rely  on  Dow  Jones  Interactive,  the  world’s  most 
comprehensive  online  business  intelligence  service. 


Every  day  the  people  who  drive 
these  companies  get  smarter. 

Senior  executives  track  their 
businesses,  industries  and  com¬ 
petitors.  Marketing  professionals 
scour  trade  pubs  to  uncover 
trends  and  plan  product  strategy. 
Sales  reps  mine  for  prospects  and 
access  information  to  develop 
effective  business  presentations. 


These  companies  trust  Dow  Jones 
Interactive  to  provide  the  news 
and  information  that  makes  their 
information  networks  valuable. 

So  it’s  no  wonder  they’re  among 
the  most  successful  in  the  world. 

If  your  company  is  world-class 
— or  strives  to  be — it’s  time  to 
make  Dow  Jones  Interactive  avail¬ 
able  to  you  and  your  colleagues. 


Take  a  free  tour  at  djinteractive.com 
or  call  800-369-7466  to  arrange  for 
a  corporate  consultation. 


Dow  Jones  Interactive 

Everything  You  Really  Need  To  Know. 


Asia/Pacific 

852.2599.2279 


DOV%lQNE& 


Europe/Middle  East/Africa 

44.171.832.8078 


Latin  America  United  States/North  America  E-mail 

525.282.0960  800.369.7466  support@wsj.dowjones.com 


©1999  Dow  Jones  &  Company.  Inc.  All  rights  reserved.  Dll-302 
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Welcome  to  VPN  AdvantageSM.  the  next  generation  virtual  private  networking 
service  from  GTE  Internetworking.  Anyone  struggling  to  balance  a  teetering 
array  of  business  communications  needs  will  now  find  the  Internet  a  safer, 
more  cost-effective  and  comfortable  place  to  do  business.  A  place  unfettered 
by  staff  or  budget  limitations,  thanks  to  one  of  the  world's  largest,  fastest  and 
most  rigorously  engineered  backbone  networks.  End-to-end  encryption  and 
non-stop  monitoring  assure  you  of  the  highest  level  of  security  commercially 
available.  Over  600  US  Points  of  Presence  as  well  as  global  access  deliver  the 
superior  performance  and  reach  your  company  needs.  To  further  ease  your 


mind,  our  Proactive  Service  Guarantees  stand  as  the  ultimate  safety  net. 
The  Internet  is  not  to  be  feared.  It's  to  be  used.  Let  the  architects  of  the 
Internet  show  you  the  way. 

www.internetworking.gte.com  or  800.472.4565 


INTERNETWORKING 

POWERED  BY  BBN* 


s*-  «  Is  he  Superman?  Or  does  he  use  R5?  The  new  Lotus  Domino  has  built-in 
connections  to  DB2®  Oracle,  SAP  R3,  PeopleSoft,  JD  Edwards  and  others, 

3so  IS  can  integrate  enterprise  data  with  a  new  generation  of  e-business  applications 
®  Mag  and  securely  deliver  information.  Go  to  lotus.com/superhumansoftware  p| 

J  f  %  JL  R5  -  SUPER. HUMAN. SOFTWARE  HMHSSm 


Lotus 


An  IBM  Company 


HOME  PAGE 


Guiltless  Pleasures? 

Did  you  do  anything  online  at  work  today  that  made  you  feel 
a  little  guilty?  Did  you  plan  a  trip?  Order  a  book?  Check  out  new-car 
prices?  Buy  movie  tickets?  Trade  stocks?  Look  at  sports  scores?  Inves¬ 
tigate  a  new  nonsurgical  therapy  for  your  chronic  lower-back  pain? 

In  quite  a  few  businesses,  that  sort  of  stuff  is  seen  as  cheating  the 
company  out  of  the  productivity  you  owe  it.  In  fact,  a  considerable  backlash  of 
Net  bashing  centers  on  the  role  of  the  Internet  as  some  sort  of  sinkhole  into  which 
fat  clots  of  GDP  are  disappearing.  But  given  the  relentless  blurring  of  the  lines 
between  personal  space  and  time  and  work-related  space  and  time,  growing 
numbers  of  companies  are  recognizing  that  their  employees’  private  lives  must 

inevitably  be  attended  to  on  the  company’s  clock. 

Indeed,  some  companies  are  testing  innovative 
strategies  for  making  it  more  efficient  for 
employees  to  get  their  personal  business  done. 
(After  all,  faster,  easier  completion  of  personal 
business  means  recovered  productivity.)  A  few 
are  going  even  further,  turning  employees  into 
massive  market-research  focus  groups  for 
generating  ongoing  information  about  product 
preferences  and  buying  trends,  all  for  the 
edification  of  participating  merchants  and,  of 
course,  for  the  company  itself. 

Swedish  telecom  giant  Ericsson  Inc.  is  one 
such  business.  According  to  ebrief,  the  online 
newsletter  of  Outsell  Inc.,  an  analyst  group  that 
follows  the  information  industry,  Ericsson  is 
creating  a  controlled-access  portal  site  for 
current  and  former  employees,  their  families 
and  an  extended  Ericsson  universe  that 
includes  key  trading  partners.  The  site,  called  the  Zopps  Global  Network, 
has  a  slew  of  intriguing  objectives,  among  them  aggregating  the  makers  of 
goods  and  services  to  market  to  this  exclusive  Ericsson  audience. 

The  site  will  reportedly  include  the  usual  portal  offerings:  shopping,  games, 
chat  rooms,  personalized  news  and  information.  By  defining  and  serving  this 
community  of  interest,  the  company  can  expect  to  reap  a  dividend  of  loyalty. 
And  by  extending  access  to  former  employees,  it  even  hopes  to  entice  some  of 
them  back  into  the  Ericsson  fold. 

But  beyond  that,  Ericsson  has  the  loftier  expectation  that  this  global  net¬ 
work  will  feed  back  insights,  accessible  from  the  company  intranet,  that 
could  hold  value  for  Ericsson’s  own  product  development  efforts.  It  all  boils 
down  to  an  effort  to  create  a  vast  business-intelligence  panel  with  reasonably 
well-known  dimensions  and  psychographic  attributes. 

So  when  any  of  Ericsson’s  100,000-plus  employees  go  online  to  browse  for 
CDs  or  new  Volvos  on  Zopps,  they  can  do  so  with  clear  consciences  and  the 
knowledge  that  they  are  adding  incrementally  to  the  fund  of  competitive 
insight  that  fuels  their  enterprise. 

We’d  like  to  hear  from  you  if  your  company  either  helps  you  take  care  of 
personal  business  or  taps  your  brainpan  for  business  insights.  Let  us  know. 
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MapQuest  charts  a  course  For  super  site  dependability  with  F5  Labs 


day  and  requests  simply  were  not  getting  distributed  in  a  reliable,  fail-safe, 
nor  optimized  fashion.  Plus  we  were  adding  servers  monthly.  Then  we  added 
our  BIG/ip*  system,  and  it  has  performed  flawlessly.  We  absorbed  a  25% 
increase  in  traffic  without  adding  a  single  server.  The  way  that  F5  has  inte¬ 
grated  the  system  control  functions  into  the  kernel  is  remarkable  and 
I 

gives  me  phenomenal  flexibility.  Now  our  users  are  happier  because 
they're  consistently  getting  surefire,  timely  responses  to  their  Internet 
\  queries.  Management  is  happier  because  they're  realizing  the  maxi¬ 
mum  return  on  their  hardware  investment.  And  I'm  a  whole  lot 
happier  knowing  that  I  have  a  great  solution  for  front-ending  our  sewer 
*  array  that  gives  me  peace  of  mind  and  saves  me  a  lot  of  time. 
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IN  MY  OPINION 


Beyond  Y2K 

AS  YOU  READ  THE  MARCH  1,  1999,  ISSUE  OF  CIO,  THERE  ARE 
approximately  306  days  left  before  Jan.  1, 2000.  I’m  frequently 
asked,  “How  is  the  Y2K  problem  going  to  affect  business  IT 
investment?  Will  there  be  a  nuclear  winter  for  IT  spending  in  the 
year  2000?” 

I  don’t  share  the  concerns  of  some  Y2K  analysts  that  the  arrival  of  the  new 
millennium  will  bring  a  drastic  reduction  in  IT  investment.  Some  IT  spending 
will  certainly  be  put  on  hold  just  before  2000  if  organizations  want  to  wait 
and  see  if  their  operations  run  smoothly  through  the  first  days  and  weeks  of 
the  new  millennium. 

Approximately  one-third  of  the  CIOs  we  surveyed  indicated  that  they  will 
front-end-load  IT  spending  in  1999.  Some  of  that  spending  might  include  the 

purchase  of  new  equipment  for  Y2K  test¬ 
ing.  Since  technology  spending  is  usually 
stronger  in  the  second  half  of  the  year, 
this  alteration  could  mean  higher  rev¬ 
enues  for  IT  companies  in  the  first  half 
of  1999  and  somewhat  slower  growth 
in  the  second  half. 

It’s  interesting  to  note  that  over  half  of 
Y2K  spending  came  from  incremental 
budgets  allocated  to  the  problem.  But  for 
two-thirds  of  our  CIO  panel,  Y2K  con¬ 
stituted  10  percent  or  less  of  their  overall 
budgets. 

Mitigating  the  extent  of  any  slow¬ 
down  in  IT  spending  is  the  fortunate 
circumstance  that  the  four-year  technol¬ 
ogy  cycle  should  be  in  the  up  phase  this 
year  and  into  early  2000.  Past  peaks  in  IT  spending  have  occurred  in  late 
1983, 1987, 1991  and  1995.  The  cycle  corresponds  to  the  introduction  of 
new  microprocessors  and  improved  software,  which  boost  demand  for  new 
equipment.  Despite  the  expected  ups  and  downs  in  Y2K  spending,  I  continue 
to  believe  that  companies  will  increase  their  IT  infrastructure  investments. 

Our  survey  reveals  that  57  percent  of  CIOs  have  a  backlog  of  applications 
to  address  after  Y2K.  I  also  believe  that  many  new  IT  projects  will  originate 
in  the  year  2000  at  companies  that  cure  the  millennium  bug  and  want  to  stay 
ahead  of  the  competition. 

Will  your  organization  win  or  lose  in  2000  and  beyond?  Is  your  technology 
infrastructure  ready  to  meet  the  new  era?  How  are  you  taking  advantage  of 
the  new  technologies?  What’s  your  opinion?  As  always,  I  appreciate  your 
thoughts  and  comments. 

i 2-. 

Joseph  L.  Levy 

President,  CEO  and  Group  Publisher 
jlevy@cio.com 
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TEST  FIRST.  GET  THE  TOOLS  TO  DEPLOY  E-BUSINESS  APPLICATIONS  WITH  CONFIDENCE 


E-business  is  big  business.  Buying  and  selling  and  interacting  with  the  world.  But  with  so  many  architectures, 
protocols  and  components,  plus  complex  security  and  bandwidth  factors,  you  really  don't  know  what  the 
world  will  see  in  your  application.  Unless  you  see  things  first  with  our  e-business  testing  tools. 

They  let  you  examine  applications  to  predict  system  performance,  test  scalability  and  verify 

functionality  over  private  intranets,  extranets  and  the  Internet.  All  from  the  leader  in  testing, 

* 

with  over  40%  of  the  market.  Learn  more  atwww.merc-int.com/cioeb/  mercury  interactive 
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©1998  MERCURY  INTERACTIVE  CORPORATION  1325  BORREGAS  AVENUE,  SUNNYVALE,  CALIFORNIA  94089  (800)  TEST  911  HTTPV/WWW.MERC-INT.COM 
ALL  OTHER  COMPANY,  BRAND  AND  PRODUCT  NAMES  ARE  REGISTERED  TRADEMARKS  OF  THEIR  RESPECTIVE  HOLDERS  'ACCORDING  TO  GARTNER  GROUP  STUDY  #R-222-141 
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5,280  phone  calls  taken, 
2,050  web  queries  resolved. 
3,400  brochures  sent. 


What  a  great  day. 

Taking  care  oi  customers.  I  hats  what  Core  point  Customer  Relationship  Management  soitwaie 
is  all  about.  With  one  end-to-end  software  solution.  Corepoint  supports  everyone  on  your 
team  —  sales,  marketing  and  customer  service/support  —  anyone  who  touches  your  customer. 
Information  is  more  accessible.  People  arc  more  productive.  So  every  customer  contact  can  be 
maximized.  Make  cverv  day  a  great  day  to  build  the  customer  loyalty  that  builds  profits. 

To  register  lor  our  next  free  live  tclephone/web  seminar  on  “Customer  Relationship 
Management  or  lor  more  information  on  Corepoint,  call  8/  /-891-1606  today  oi  visit  out 
website  at  www.corcpoint.com 
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[limine  customer  sutisfciction  into  lovoltv. 
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RELATIONSHIP  MANAGEMENT  SOFTWARE 


THREADS 


QUICK  HITS  AND  THE  BOTTOM  LINE  Edited  by  Art  Jabnke 


The  good  news,  according  to 
a  recent  survey  by  Forrester  Research 
Inc.,  is  that  you  don’t  have  to 
give  up  one  information 
addiction  for  another. 

Forrester’s  report, 

“Media’s  Online 
Challenge,”  surveyed 
120,000  North 
American  households 
and  found  that  20 
percent  of  Internet  users 
listen  to  the  radio  while 
they  surf  and  14  percent 
watch  TV.  The  report  also 
found,  however,  that  60 
percent  of  heavy  Internet 
users  (those  who  spend  more 
than  seven  hours  a  week 
online)  watch  less  TV  than  they  did  in  pre-Web  days  and  that  the  more  experience 
Internet  users  have  online,  the  more  the  Net  becomes  their  source  for  information — 
weather,  sports,  stock  quotes  and  so  on. 

Naturally,  the  TV  industry  has  plans  to  make  it  easier  to  do  everything  at  once. 

It’s  called  interactive  TV.  But  after  the  big  fizzle  of  Web  TV,  will  it  ever  really  hap¬ 
pen?  Forrester  has  a  study  to  answer  that  question,  too.  This  one,  “Lazy  Interactive 
TV,”  asked  28  television  programmers  if  and  when  TV  would  offer  an  interactive 
component.  More  than  half  thought  that  would  happen  in  the  next  two  years.... 


Do  More,  Move  Less 


.  * ... 

Where  Have  All  the 
Listeners  Gone? 


In  a  recent  survey  of  2,200 
online  users,  Jupiter  Com- 
munications/NFO  found  that 
when  they  want  to  check 
out  breaking  news  stories 


J2 


percent  look  to  the  Internet 

percent  turn  on  the  radio 

percent  turn  on  the  TV 
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Meanwhile,  in  the  media  lab  at  mit,  people 
are  talking  about  another  reason  that,  after  more 
than  a  decade  of  promises,  digital  TV  may  finally 
make  it  to  consumers:  marketing  dollars  paid  for  product 
placement.  According  to  Michael  Bove,  head  of  the  lab’s 
object-based  media  group,  new  technology  makes  it  pos¬ 
sible  for  computers  to  distinguish  one  object  in  a  video 
from  the  objects  around  it.  Consequently,  says  Bove,  a  TV 
viewer  could  literally  point  and  click  on  any  object  such 
as  a  shirt  or  a  soft  drink  in  a  video  and  be  presented  with 
a  Web  site  where  he  could  buy  that  object.  Bove  says  the 
research,  sponsored  by  J.C.  Penney  Co.  Inc.,  will  most 
likely  be  put  to  work  first  in  activated  sales  catalogs  pre¬ 
sented  on  kiosks  in  stores:  Models  wearing  merchandise 
move  about  a  set.  The  next  step,  naturally,  would  put 
merchandise  on  the  backs  of  known  actors  on  prime  time 
television.  Like  those  boxer  shorts  Andy  Sipewicz  is  wear¬ 
ing?  Click  here  to  order.  -Art  Jabnke 
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ILLUSTRATIONS  BY  OCTAVIO  DIAZ 


Relax.  Now  There’s  A  Pain-Free  Host  Access 
Management  Solution  For  Evolving  To  e-Business. 

Attachmate®  e-Vantage™  is  the  only  solution  that 
centralizes  management  of  every  host  connection 
or  custom  web  application  across  your  entire 
enterprise.  Without  it,  the  complexities,  pressures 
and  uncertainties  of  evolving  to  e-business  can 
overwhelm  even  the  most  savvy  IT  professional. 

Attachmate  e-Vantage  gives  you  the  power  to  man¬ 
age  your  evolution  to  server-based  e-business  so 
employees,  partners  and  customers  get  the  infor¬ 
mation  they  need.  It’s  the  only  solution  compatible 
with  IBM?  Java™  and  Microsoft®  standards — in  any 


combination.  Now  you  can  go  from  traditional  thick 
clients  to  thin  with  no  hassles  or  security  issues. 
And  to  make  the  transition  even  easier,  we  offer 
comprehensive  consulting  solutions,  and  back  up 
e-Vantage  with  world-class  technical  support. 

Find  out  why  four  out  of  five  Fortune  500  com¬ 
panies  and  over  10  million  users  worldwide  rely  on 
Attachmate  to  boost  productivity  and  reduce  costs. 
Just  call  1-800-933-6793  (ext  3630)  or  visit  us  on 
the  Web  at  www.attachmate.com/ad/evolvel  .asp 
for  your  free  Web-to-Enterprise  Solutions  Guide. 

^Attachmate 

The  Advantage  of  Information*. 


C  1990  Attachmate  Corporation.  All  Rights  Reserved  Attachmate  is  a  registered  trademark  and  e-Vantage  and  The  Advantage  of  Information  are  trademarks  ot  Attachmate  Corporation  IBM  is  a  registered  trademark  ot 
International  Business  Machines  Corporation  Microsoft  Is  a  registered  trademark  of  Microsoft  Corporation  Java  is  a  trademark  or  registered  trademark  of  Sun  Microsystems,  Inc  in  the  United  Slates  and  other  countnes. 
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Off  the 
Cyber  Shelf 

Public  Relations  on  the  Net:  Winning 
Strategies  to  Inform  and  Influence  the 
Media,  the  Investment  Community,  the 
Government,  the  Public  and  More! 

She!  Holtz 

American  Management  Association,  1999 
$24.95 

NOW  THAT  CONSUMERS 
can  simply  hop  on  the 
Web — 85  percent  of  those 
with  Web  access  use  it  daily — and 
get  reams  of  information  about  a 
company  and  its  products,  who 
needs  a  PR  company?  The  answer, 
says  writer  and  PR  person  Shel 
Holtz,  is  anybody  who  has  a 

Web  site. 

Skip  the 
Internet 
history 
in  Public 
Relations  on 
the  Net  and 
study  the 
advice  on 
making  a  site 
a  valuable 
tool  for 
customers, 
because  they  are 
adventurous  surfers  and 
a  conservative,  three-piece  suit 
isn’t  waterproof. 

One  sound  tip  from  Holtz  is  to 
create  a  unique  Web  site  for  each 
product  line.  Mattel  Inc.,  for 
example,  reaches  out  to  Barbie  afi¬ 
cionados  at  www.barbie.com.  And 
Disney  Enterprises  Inc.  achieves 
the  same  with  sites  like  www. 
thelittlemermaid.com.  Create  a 
link  from  your  main  site  to  get  cus¬ 
tomers  to  a  page  that  will  meet 


Loose  Web  Sites 
Sink  Ships 

AST  SUMMER  TWO  AIR  FORCE  COMMAN- 
ders  demonstrated  to  the  Defense  Department’s  joint 
staff  that  the  military’s  Web  sites  can  be  more  useful  to 
enemies  than  drunken,  loquacious  sailors.  In  a  meeting  that 
raised  the  eyebrows  of  the  joint  chiefs,  Air  Force  Lt.  Col.  Buzz 
Walsh  and  Maj.  Brad  Ashley  downloaded  from  Web  sites 
hosted  by  two  military  bases  information  that  enemies  could 
use  to  attack  military  installations  and  kidnap  leaders.  The  Air 
Force  commanders  used  a  typical  home  PC  to  surf  the  public 
Internet  with  no  special  access  privileges,  as  if  they  were 
enemy  spies. 

One  Web  site  showed  aerial  photographs  of  buildings  for  a 
U.S.  military  base  in  Europe.  By  pointing  and  clicking  on  each 
building,  any  user  could  learn  the  name  and  purpose  of  the 
communications  systems  located  inside.  On  another  military 
site,  a  few  clicks  revealed  a  general’s  address  and  unlisted 
home  phone  number. 

The  demonstration  prompted  Deputy  Defense  Secretary 
John  Hamre  to  order  the  military  to  tighten  up  its  Web  infor¬ 
mation  policies.  (See  “Defend  Your  Web  Site — Never  Disclose 
These  10  Topics,”  this  page.)  The  problem  for  the  military,  like 
all  organizations,  is  deciding  what  belongs  on  Web  sites  and 
what  doesn’t.  That  responsibility  ultimately  lies  with  base 
commanders,  Walsh  says,  though  he  believes  public  affairs 
officers  would  be  appropriate  aides-de-camp.  All  personnel 
should  pitch  in,  though.  “Security  is  everybody’s  business,” 

Walsh  says.  Good  advice 
for  anybody  doing  business  # 

on  the  web  Defend  Your  Web  Site 

-Peter  Fabris 


their  specific  interests.  Holtz’s 
book  also  describes  how  to  serve 
the  media  with  a  site  by  providing 
a  place  where  reporters  can  quickly 
get  the  information  they  need  and 
a  company  wants  them  to  have. 
The  book  also  explains  how  a  site 
can  deal  with  company  events  and 
different  types  of  crises  that  the 
public  should  be  informed  about. 
Not  all  of  Holtz’s  claims  seem 
credible.  He  writes,  for  example, 
that  for  every  dollar  spent  on 
Internet  ads  in  1997,  $7  in  sales 
resulted.  In  the  end,  however, 
money  spent  on  Public  Relations 
on  the  Net  will  probably  pay  off 
big  time.  -Kathleen  S.  Carr 


Never  Disclose  These  10  Topics 

Information  listed  as  "classified"  or 
"for  official  use  only" 

' 

Proprietary  information  regarding 
contractors 

Privacy  Act  information 

Sensitive  mission  data  such  as  unit 
capabilities  or  performance 

Information  about  system  capa¬ 
bilities,  vulnerabilities,  architectures 
and  concepts  of  operations 

Social  Security  numbers 
Home  addresses 
Dates  of  birth 

Detailed  information  about  military 
employee  family  members, 
including  photos 

Itineraries,  personal  schedules 

I 

<  SOURCE:  WEB  OF  SECURITY  ISSUES, 

WEBSECURITY.AFIS.OSD.MIL 
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meals  and  activities  throughout  the 
conference. 

Corporate  Hosts 

During  the  conference,  our  Corporate 
Hosts,  an  exclusive  group  of  innova¬ 
tive  and  visionary  companies,  will 
display  a  wide  range  of  solutions 
and  services  that  will  address  your 
strategic  and  operational  IT  issues. 

Companion  Program 

Participation  in  our  Companion 
Program  includes  all  scheduled 
meals,  receptions,  entertainment,  a 
special  companion  stretch  and  tone 
class  followed  by  a  companion  break¬ 
fast,  and  planned  companion  activities 
during  the  conference.  Companions 
may  also  attend  the  Robert  Fulghum 
and  Nicholas  Negroponte  keynote 
presentations  with  our  compliments. 
The  Companion  Program  does  not 
include  conference  session  atten¬ 
dance  (with  the  exception  of  the 
keynote  presentations)  or  participa¬ 
tion  in  Sunday’s  golf  tournament. 

Enrollment  Form 

Register  using  our  online  enrollment 
form  at  www.cio.com/conferences 
or  complete  the  form  on  the  back 
of  this  brochure  and  fax  it  to 
508  879-7720.  If  you  have  any 
questions,  please  contact  our 
conference  hotline  at  800  366-0246. 
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Conference  Overview 

As  the  business  world  of  the  next  century  becomes  increasingly  com¬ 
plex  and  fragmented,  IT  and  business  executives  will  begin  to 
assume  radical  styles  of  management  and  information  resource  pri¬ 
oritization  to  better  meet  the  increased  demands  on  their  time  and  energy. 
Rather  than  to  rely  on  the  predictable  and  proven  methods  of  the  past,  these 
executives  will  learn  to  ad  hoc  evaluate,  prioritize,  juggle,  or  abandon  each 
critical  situation  in  a  constant  state  of  readiness  and  often  with  extreme 
prejudice  to  preserve  the  sanctity  of  their  enterprise.  Will  you  be  ready? 

Join  your  peers  at  the  next  CIO  Perspectives®  conference,  IT  Triage:  Managing 
in  a  State  of  Continuous  Emergency,  March  28-31, 1999  at  the  Arizona 
Biltmore  in  Phoenix  to  consider  how  executives  have  successfully  adapted 
to  these  tumultuous  events.  By  then  incorporating  this  knowledge  into  your 
business  strategies,  you  will  be  prepared  to  anticipate  and  meet  the  multi¬ 
faceted  management  demands  of  the  21st  century. 

Our  Tuesday  keynote  presenter,  Robert  Fulghum,  author  of  All  I  Really  Need 
to  Know  I  Learned  in  Kindergarten  and  Words  I  Wish  I  Wrote ,  will  offer  a 
humorous  yet  pensive  approach  to  maintaining  balance  in  one's  profession¬ 
al  and  personal  life.  Wednesday  keynote  presenter  Nicholas  Negroponte, 
founder  and  director  of  MIT's  Media  Laboratory  and  author  of  Being  Digital 
will  discuss  the  future  of  the  digital  economy. 

General  Session  presentations  will  be  given  by  Joseph  Morone,  the 
president  of  Bentley  College;  Irene  Dec,  the  vice  president  of  information 
systems  and  Year  2000  program  manager  at  Prudential  Insurance; 

Edward  Galgay,  the  CIO  and  senior  vice  president  of  Polo  Ralph  Lauren; 
Bruce  Parker,  the  CIO  of  United  Airlines;  Wayne  Bennett,  the  chairman  of 
the  commercial  technology  law  practice  at  Bingham  Dana  LLP;  Rear 
Admiral  John  Tozzi,  the  assistant  commandant  for  systems  at  the  U.S.  Coast 
Guard;  Chris  Horrocks,  CIO,  and  Carol  Spangler,  senior  business  systems 
director,  at  Commercial  Financial  Services,  Inc.;  and  Christine  Vincent, 
global  IT  director,  Sterling  Diagnostic  Imaging,  Inc. 

Participants  will  also  have  the  opportunity  to  join  the  executives  of  our 
Corporate  Host  companies  during  a  series  of  Business  Briefing  sessions. 
Please  take  a  few  moments  to  turn  the  page  and  view  the  complete  agenda. 

To  enroll,  or  for  more  information,  please  visit  our  Web  site  at 

www. do. com/ conferences  or  complete  the  enrollment  form  on  the  back  of  this 

brochure  and  fax  it  to  508  879-7720. 

Questions?  Please  contact  our  conference  hotline  at  800  366-0246.  Register 
now... you  cannot  afford  to  miss  this  important  and  exciting  event. 


Regards, 


cU.  /)0S<M^aX- 


Lynda  Rosenthal 

Senior  Vice  President  and 
General  Manager 
Executive  Programs 


President,  CEO  and 
Group  Publisher 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.do.com/conferences  or  FAX  us  at  508  879-7720. 


The  Worst  of  Times  Often 
Brings  Out  the  Best  in  People 

By  Tom  Field 

Triage. The  word  suggests  battlefield  images  —  M*A*S*H  doctors  making  life  and  death  decisions 
about  wounded  warriors.  Who  needs  immediate  care,  who  can  wait ...  who  will  die? 


But  triage  isn't  just  for  war,  and  M*A*S*H  doctors 
aren't  the  only  professionals  who  work  in  crisis¬ 
mode.  Think  of  the  CIO,  whose  battlefield  is  the 
business  world  and  whose  patients  are  business  execu¬ 
tives  with  livelihoods  staked  to  critical  information  sys¬ 
tems.  Every  day  can  present  a  potential  emergency  —  a 
new  competitor,  a  security  breach,  an  impossible  imple¬ 
mentation,  a  merger  —  and  the  CIO's 
response  can  mean  the  difference 
between  a  business'  life  or  death. 

"The  hyper-competitive  business 
environment  today  forces  [IS  exec¬ 
utives]  to  respond  with  great  agili¬ 
ty  to  what  essentially  are  market 
crises,"  says  CIO  Perspectives  mod¬ 
erator  James  Wetherbe,  director  of 
the  University  of  Minnesota's  MIS 
Research  Center  and  Federal 
Express  Professor  of  Excellence  at 
the  University  of  Memphis. 

Wetherbe  cites  two  well-known 
examples  of  businesses  that  staved 
off  competitive  attacks  with  quick  IT  solutions: 

■  Encyclopedia  Britannica.  This  big,  expensive  set  of 
research  books  was  a  staple  of  libraries  worldwide  — 
until  the  advent  of  digital  encyclopedias.  Who  needed 
a  pricey  set  of  books  when  they  could  get  the  same 
information  for  less  —  and  in  multi-media  —  on  a  CD- 
ROM?  Yet,  rather  than  surrender.  Encyclopedia 
Britannica  created  its  own  digital  encyclopedia. 

*  Barnes  &  Noble.  With  its  huge  selection  and  discount 
prices,  this  bookseller  dominated  its  marketplace.  Then 


came  Amazon.com  with  a  larger  (virtual)  selection, 
comparable  discounts  and  bevy  of  online  services.  Who 
needed  to  visit  a  Barnes  &  Noble  store  when  they  could 
browse  Amazon.com  online?  Again,  rather  than  retreat, 
Barnes  &  Noble  staked  out  its  own  cyber- turf. 

To  change  course  so  dramatically,  Wetherbe  says,  busi¬ 
ness  executives  need  more  than  the 
ability  to  respond  to  change;  they 
must  be  able  to  anticipate  it.  "The 
old  idea  of  being  a  'fast  follower' 
isn't  even  an  option  anymore," 
Wetherbe  says. 
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market  crises.” 


And  the  pace  of  change  will  only 
quicken  in  the  near-future,  says 
keynote  speaker  Nicholas 
Negroponte,  founder  and  director 
of  MIT's  Media  Lab  and  author  of 
Being  Digital.  "Before  the  end  of  the 
year  2000,  we  will  see  over  $1  tril¬ 
lion  of  e-commerce,  probably  1  bil¬ 
lion  human  users  and  countless 
things  (which  normally  are  ignored  in  most  estimates) 
on  the  Net,"  Negroponte  says.  Schools  without  books, 
office  buildings  as  anachronisms,  the  demise  of  retail 
stores  —  these  and  other  startling  changes  are  likely  and 
fast-approaching.  To  succeed  in  this  burgeoning  digital 
world,  IS  executives  must  plan  for  tomorrow  today. 

"The  biggest  emergency  is  always  the  one  that's  least 
expected,"  Negroponte  says.  "Too  many  CIOs  are  intro¬ 
verted,  constantly  putting  out  fires,  dealing  with  the  pri¬ 
orities  and  politics  from  within.  The  result  is  blinders  to 
a  digital  world  that  does  a  lot  more  than  move  bits  —  it 
creates  new  competition,  opportunities  and  people." 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720. 


Irene  Dec  knows  about  emergency 
response.  Four  years  ago,  this 
Prudential  Insurance  Company  of 
America  vice  president  of  informa¬ 
tion  systems  was  handed  a  bomb¬ 
shell  project:  Year  2000.  And  not 
only  was  Dec  accountable  for 
Prudential's  physical  Y2K  fix  — 
rewriting  175  million  lines  of  faulty 
code  —  she  also  had  to  simultane¬ 
ously  ensure  that  the  company's 
business  partners  were  Y2K  com¬ 
pliant  and  that  multiple  contin¬ 
gency  plans  were  in  place  for  any 
post-Y2K  crises. 

Nothing  could  have  prepared  Dec 
for  this  enormous  task,  overseeing 
the  work  of  hundreds  of  Prudential 
employees  and  external  consult¬ 
ants,  exploring  and  securing  every 
Y2K  variable.  "There  is  no  project 
of  the  size  and  scope  of  [Y2K],"  she 
says.  "I'm  not  sure  there  ever  will 
be."  And  even  when  Dec's  team 
finished  at  the  end  of  1998  —  three- 
plus  years  and  $150  million  later  — 
success  wasn't  guaranteed.  Who 
could  know  for  sure  until  Jan.  1, 
2000? 

Yet,  already  Dec's  meticulous 
approach  to  Y2K  has  become 
Prudential's  benchmark  for  mega¬ 
project  management.  From  this 
experience,  Dec  wants  to  share 
"lessons  learned"  with  other  IT 
executives  —  foremost  the  global 
need  for  greater  project  manage¬ 
ment  skills.  "All  companies  have  to 
deal  with  the  triage  of  Year  2000," 
Dec  says.  "But  beyond  that  is  a 
need  for  us  to  be  better  at  what  we 
do  —  to  be  more  efficient,  more 
effective.  And  it's  all  about  project 
management." 


Y2K  is  but  one  of  many  issues  on 
Bruce  Parker’s  radar.  The  CIO  of 
United  Airlines,  Parker  will  share 
with  the  audience  how  he  has  reor¬ 
ganized  and  refocused  United's  IT 
organization  to  improve  its  respon¬ 
siveness  and  customer  service. 

When  DuPont  divested  x-ray  film 
manufacturer  Sterling  Diagnostic 
Imaging  in  1996,  Christine  Vincent, 
Sterling's  global  IT  director,  was 
thrown  into  a  high-stakes  game  of 


"Beat  the  Clock."  Not  only  did  she 
have  to  immediately  equip 
Sterling's  new  organizations  — 
finance,  HR,  etc.  —  she  also  had  to 
replace  125  separate  proprietary 
information  systems.  And  her 
deadline  was  one  year. 

Immediately,  Vincent  decided  to 
replace  the  125  systems  with  a  sin¬ 
gle  enterprise  resource  planning 
(ERP)  package.  Within  three 
months,  Vincent's  team  selected  an 
ERP  vendor.  Within  10  months, 
supported  by  staff  and  consultants. 


the  implementation  was  complete 
—  record  time  for  a  rollout  the  size 
and  scope  of  Sterling's. 

People  were  the  key  to  Sterling's 
swift  success,  and  Vincent  credits 
herself  for  recruiting  the  right  peo¬ 
ple.  "I  looked  for  the  top  people  in 
the  organization  —  the  people  who 
were  in  high  demand  by  every¬ 
one,"  Vincent  says.  "These  people 
are  the  best  not  just  for  their 
expertise,  but  for  their  character,  for 
their  willingness  to  learn  and  to 
take  on  new  challenges." 

Vincent  is  pleased  by  the  many 
staffers  who  ask  her,  "What  can  we 
do  next?"  Vincent  understands. 
"You  miss  the  level  of  energy,  the 
team  spirit,  the  way  you  work  with 
one  another  to  do  something 
great,"  she  says.  Therein  is  the 
point  Vincent  will  amplify  at  CIO 
Perspectives:  "Sometimes  companies 
don't  give  their  employees  enough 
'impossible'  tasks." 

In  contrast  to  Vincent's  full-scale 
implementation,  Edward  Galgay, 
CIO  and  senior  vice  president  of 
Polo  Ralph  Lauren,  will  discuss  his 
strategic  ERP  rollout  in  the  context 
of  a  greater  discussion  about  the 
constant  struggle  of  keeping  IS  in 
step  with  business  needs. 

At  Bentley  College,  President 
Joseph  Morone  didn't  respond  to 
the  IS  staffing  crisis;  he  anticipated 
it.  He  saw  in  1996  that  IT  had 
become  ubiquitous  in  business,  but 
that  the  supply  of  IT  workers  was 
dwindling.  And  he  knew  that  tradi¬ 
tional  business  schools  such  as  his 
would  be  challenged  to  provide 
better  IT  training.  Yet,  rather  than 
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wait  for  his  prediction  to  come  true, 
Morone  initiated  an  overhaul  of 
Bentley's  IT/business  curriculum. 

Today,  the  border  blurs  between 
business  and  IT  at  Bentley.  Students 
don't  study  only  marketing;  they 
learn  electronic  marketing. 
Instructors  don't  teach  just  account¬ 
ing;  they  explain  information  sys¬ 
tems.  The  course  of  study  isn't  just 
business  law;  it's  cyber  law.  A  new 
Information  Age  MBA  program 
emphasizes  IT  and  business 
processes  over  Industrial  Age  tradi¬ 
tions,  while  new  degrees  in  high- 
tech  marketing  and  accounting 
information  systems  are  designed 
to  ground  future  business  profes¬ 
sionals  in  the  IT  skills  they  need. 

Bentley  has  just  begun  recruiting 
students  into  its  new  business /IT 
programs,  so  the  true  test  awaits. 
But  already  Morone  speaks  of 
Bentley's  new  opportunities  both  to 
distinguish  itself  and  step  up  to  be 
a  part  of  the  IS  staffing  crisis  solu¬ 
tion.  “We're  the  largest  business 
school  in  New  England,  and  we 
have  aspirations  to  be  a  national 
and  international  player,"  Morone 
says.  “We  want  to  have  distinction 
in  the  marketplace."  With  its  new 
business /IT  emphasis,  Morone 
believes,  Bentley  has  earned  that 
distinction. 

These  examples  of  operating  under 
emergency  conditions  are  just  a  few 
of  the  stories  and  studies  you'll 
hear.  Perhaps  one  will  save  your 
business  life  . . .  and  your  career. 


Tom  Field  is  a  senior  writer  at 
CIO  magazine  and  can  be  reached  at 
tfield@do.com. 


All  I  Ever  Learned 
Can  Be  Applied  to  IS 

Best-Selling  Author  Robert  Fulghum 
Shares  Unique  Perspectives 

Robert  Fulghum  never  worked  in  IS  —  but  that’s  about  the  only  job  he 
never  held. 

Since  his  youth  in  post-Depression  Waco, Texas,  the  6 1 -year-old  author  of 
such  best-selling  books  as  All  I  Really  Needed  to  Know  I  Learned  in 
Kindergarten  has  worked  as  a  ditch  digger,  singing  cowboy,  teacher,  theolo¬ 
gian  —  he  even  worked  a  short  stint  at  IBM  in  between  college  and 
graduate  school. 

Today,  Fulghum  travels  the  world,  bringing  a  lifetime  of  experiences  to  bear 
in  his  philosophy  and  writing.  In  addressing  the  CIO  Perspectives  audience  as 
a  featured  presenter,  Fulghum  will  discuss  his  core  convictions  about  life, 
sharing  thoughts  —  his  own  and  others’  —  that  IS  executives  can  apply  to 
their  own  lives. 

The  following  quotations,  excerpted  from  Fulghum’s  most  recent  book, 
Words  I  Wish  I  Wrote,  could  be  pinned  to  any  IS  organization’s  bulletin 
board  for  reference  in  times  of  crisis: 

“People  know  what  they  do;  they  frequently  know  why  they  do  what  they 
do;  but  what  they  don’t  know  is  what  what  they  do  does.” 

—  Michael  Foucault,  The  Order  ofThings 

“No  pessimist  ever  discovered  the  secrets  of  the  stars,  or  sailed  to  an 
uncharted  land,  or  opened  a  new  heaven  to  the  human  spirit.” 

—  Helen  Keller 

“At  twenty-one,  I  could  discuss  transportation  theory  with  authority.  At 
sixty,  I  know  which  bus  to  catch  to  go  where,  what  the  fare  is,  and  how  to 
get  back  home  again.  It  is  not  my  bus,  but  I  know  how  to  use  it.” 

—  Robert  Fulghum 
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Managing  in  a  State 
of  Continuous  Emergency 

March  28-3 1,  1999  ■  The  Arizona  Biltmore  ■  Phoenix,  Arizona 


SUNDAY,  MARCH  18 


3  p.m.  -  6  p.m. 

Conference  Registration 

7  p.m.  -  9  p.m. 

Welcome  Reception  and  Registration 

9  p.m.  -  mid?iight 

Hospitalities/Networking 


MONDAY,  MARCH  29 


7:30  a.m.  -  8:30  a.m. 

Breakfast 

8:30  a.m.  -  9  a.m. 

Welcome,  Opening  Remarks 
and  KnowPulseSM  Poll 

E’^m  Joseph  L.  Levy 

President,  CEO  and 
SjH  Group  Publisher 

CIO  Communications,  Inc. 

9  a.m.  -  10:15  a.m. 

Achieving  Teamwork 
During  States  of  Emergency 

Dr.  Jim  Wetherbe 
Director,  MIS  Research  Center 

University  of  Minnesota 

Federal  Express 
Professor  of  Excellence 
Director,  Center  for 
Cycle  Time  Research 

University  of  Memphis 

Conference  Moderator 

Traditional  hierarchical  leadership 
styles  are  too  lethargic  and  unrespon¬ 
sive  to  the  rapid  response  action 
needed  in  the  battlefield-like  condition 
information  technology  faces  in  organi¬ 
zations  today  A  late  decision  can  be  as 


bad  as  no  decision.  Teamwork  or  lack 
there  of  caused  by  ineffective  leader¬ 
ship  can  lead  to  catastrophe. 

In  this  session,  ways  to  accelerate  deci¬ 
sion  making,  learning  and  performance 
of  teams  in  crisis  are  explored.  Practical 
principles  for  emergency  condition 
teamwork  will  also  be  provided. 

10:15  a.m.  - 10:45  a.m. 

Coffee  Break 

10:45  a.m.  - 12:30  p.m. 

Two  Points  of  View: 

Strategies  for  ERP  Solutions 

Responding  to  the  IT  Emergency: 
Getting  into  Balance 
with  the  Business 


The  CIO  is  embroiled  in  a  continual 
struggle  to  establish  and  maintain 
equilibrium.  He  or  she  is  charged 
with  successfully  balancing  daily  oper¬ 
ational  stability,  business  innovation 
and  technological  change.  The  chal¬ 
lenge,  therefore,  lies  in  the  CIO's  ability 
to  pull  the  appropriate  lever  at  the 
opportune  time,  and  with  the  correct 
amount  of  force  to  manage  the  ever 
present  tension  among  these  naturally 
opposing  forces. 

The  CIO  must,  in  response,  establish  a 
compelling  vision  for  the  business,  con¬ 
struction  of  true  business  partnership, 
implementation  of  the  correct  technolo¬ 
gy  architecture,  implementation  of  the 
correct  business  funding  model  for  the 


IS  organization,  and  implementation  of 
the  correct  organizational  model  for  the 
IS  department. 

Rapid  Migration  from  Legacy 
Systems  —  Big-Bang  Implementation 
of  a  Global  ERP  Solution 

Christine  Vincent 
Global  IT  Director 

Sterling  Diagnostic 
Imaging,  Inc. 

In  April  96,  the  DuPont  medical  imag¬ 
ing  division  became  part  of  a  divesti¬ 
ture  that  resulted  in  the  leveraged  buy¬ 
out,  Sterling  Diagnostic  Imaging,  Inc. 

The  significant  challenge  to  the  newly 
created  company  was  the  lack  of 
independent  and  reliable  information 
systems  to  support  its  employees  and 
customers.  It  was  necessary  to  build  a 
system  foundation  in  the  shortest,  most 
expedient  amount  of  time  with  no 
disruption  to  its  customers. 

Vincent  will  offer  insight  into  how 
integrated  functionalities  provide 
Sterling  with  a  significant  competitive 
advantage  in  many  areas  such  as  pro¬ 
curement,  order  fulfillment,  manufac¬ 
turing  and  finance. 

Question  and  Answer  Session 
with  Ed  Galgay  and  Christine  Vincent 

Moderated  by  Jim  Wetherbe 

12:30  p.m.  - 1:30  p.m. 

Luncheon 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.do.com/conferences  or  FAX  us  at  508  879-7720. 
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1:30  p.m.  -  2:30  p.m. 

Business  Education 
in  the  Information  Age 

Joseph  G.  Morone 
President 

Bentley  College 


Every  field  of  business  in  every  sector 
of  the  economy  is  being  transformed  by 
the  information  age  —  by  the  conver¬ 
gence  of  essentially  unlimited  comput¬ 
ing  power,  ubiquitous  communications 
networks  and  massive  amounts  of  data. 
However,  business  education  remains 
culturally  and  organizationally  isolated 
from  technological  education,  and  so 
fails  to  meet  the  challenge  of  educating 
IT-literate  professionals.  Morone  will 
address  three  general  approaches  to 
integrating  business  education  and  IT. 
"Level  one"  integration  involves 
increasingly  sophisticated  use  of  IT 
infrastructure  in  classrooms,  which 
most  colleges  and  universities  are  pur¬ 
suing.  "Level  two"  integration  involves 
producing  more  IT  specialists,  which 
some  colleges  and  universities  are  pur¬ 
suing.  "Level  three"  involves  the  infu¬ 
sion  of  IT  into  the  very  core  of  the  busi¬ 
ness  disciplines,  which  is  the  most 
powerful  form  of  integration  and  is 
actively  pursued  at  no  more  than  a 
handful  of  colleges  and  universities. 


to  "world  class"  project  management 
and  the  use  of  IT  to  deliver  and  meet 
the  continuing  demands  that  businesses 
will  face  in  the  new  millennium.  She 
will  also  reveal  how  this  project  was 
one  example  of  a  "change  agent"  to 
Prudential's  commitment  to  project 
management. 

3:20  p.m.  -  3:50  p.m. 

Coffee  Break 

3:50  p.m.  -  4:40  p.m. 

Business  Briefings 

4:40  p.m.  -  5:30  p.m. 

Business  Briefings 

5:30  p.m.  -  6:30  p.m. 

Reception 

6:30  p.m.  -  midnight 

Hospitalities/Networking 


TUESDAY,  MARCH  30 


7  a.m.  -  8  a.m. 

Breakfast 


8  a.m.  -  9  a.m. 

Managing  Coast  Guard  Information 
Technology 

Rear  Admiral  John  Tozzi 
Assistant  Commandant 
for  Systems 

U.S.  Coast  Guard 


9  a.m  - 10  a.m. 

Strategic  Applications  — 
The  Proactive  Obligation 
of  any  CIO 


Chris  Horrocks 

CIO 

Commercial  Financial 
Services,  Inc. 


^  Carol  A.  Spangler 
-  Senior  Business 
U  Systems  Director 

Commercial  Financial 
®  Services,  Inc. 

CIOs  must  locate  and  seize  strategic 
opportunities  present  in  their  company 
by  creating  and  deploying  systems  that 
demand  revenue  and  ROI.  Such 
systems  will,  in  turn,  create  opportuni¬ 
ties  to  capitalize  on  market  conditions, 
technology  and  knowledge  to  form  ini¬ 
tiatives  and  establish  direction. 

Horrocks  and  Spangler  will  consider 
the  impact  of  strategic  applications  in 
branding,  economic  gain  and  competi¬ 
tive  positioning  through  the  use  of 
industry  examples.  They  will  also  con¬ 
sider  particular  technologies  that  help 
CIOs  establish  the  methodology  for 
unearthing  such  opportunities. 

10  a.m.  - 10:30  a.m. 

Coffee  Break 


2:30  p.m.  -  3:20  p.m. 

More  Than  Ever  Before... 

Information  Technology 
Organizations  Must  Deliver  in 
the  Year  2000  and  Beyond 

■MM  Irene  Dec 
Vice  President, 

Information  Systems  and 
yfij\  Year  2000  Program  Manager 

“  Prudential  Insurance 
Company  of  America 

The  Y2K  computer  problem  has  ulti¬ 
mately  challenged  global  IT  organiza¬ 
tions  in  all  business  and  government 
initiatives  at  a  time  when  perhaps  most 
organizations  were  not  really  ready. 

Dec  will  discuss  the  challenges  the  Year 
2000  problem  presented  in  general,  and 
will  review  how  Prudential  faced  this 
challenge  by  offering  the  project  man¬ 
agement  approaches  and  processes 
implemented.  She  will  also  consider 
how  Prudential  viewed  the  Y2K  com¬ 
puter  project  as  an  opportunity  to 
implement  processes  and  standards 
that  will  live  well  beyond  the  year  2000. 
This  includes  Prudential's  commitment 


The  Coast  Guard  had  a  rocky  start  in 
managing  its  information  technology 
but  has  since  become  a  recognized  gov¬ 
ernment  "Best  Practice."  In  1990,  the 
General  Accounting  Office  threatened 
to  withhold  all  computer  procurement 
authority  within  the  Coast  Guard 
because  the  Coast  Guard  had  not  man¬ 
aged  its  desktop  computer  environment 
very  well.  As  a  first  step  toward  reme¬ 
dying  the  problem,  the  Headquarters 
office  of  computer  architecture  and 
planning  developed  a  Strategic  IRM 
Plan  (SIRMP)  and  implemented  the 
Coast  Guard's  first  IT  investment 
process.  More  recently,  the  Coast  Guard 
further  strengthened  IT  management 
by  developing  an  IT  management  strat¬ 
egy  and  an  accompanying  IT  manage¬ 
ment  plan,  and  by  refining  its  IT  invest¬ 
ment  process.  Rear  Admiral  Tozzi,  the 
CIO  of  the  Coast  Guard,  will  present 
his  vision  for  managing  information 
technology. 


10:30  a.m.  - 11:30  a.m. 

Contracting  and  the  CIO 

Wayne  D.  Bennett 

Chairman, 

Commercial  Technology  Practice 

Bingham  Dana  LLP 

Although  the  overarching  responsibility 
for  contracts  with  vendors  rests  square¬ 
ly  on  the  shoulders  of  CIOs,  they  are 
often  left  in  the  dark  about  the  sub¬ 
tleties  and  intricacies  of  IT  contracting. 
This  should  never  happen.  CIOs  must 
not  allow  their  lawyers  and  their  CFO 
to  choose  the  right  vendor  and  develop 
the  statement  of  work  without  the 
CIO's  involvement  and  approval 
through  each  stage  of  the  process.  This 
session  will  consider  selected  clauses 
from  software,  hardware  and  outsourc¬ 
ing  contracts,  with  an  emphasis  on  how 
these  clauses  affect  the  CIO's  on-going 
management  of  IT  projects. 
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11:30  a.m.  - 12:15  p.m. 

Successful  Navigating  at  United 
Airlines:  Customer  Partnership, 
Applications  Development  Discipline 
and  Employee  Investment 

Bruce  D.  Parker 

CIO 

United  Airlines 


United  has  dozens  of  projects  touching 
every  aspect  of  the  largest  airline  in  the 
world.  Their  IT  leadership  team  is 
learning  how  to  juggle  evolving  corpo¬ 
rate  priorities,  the  realities  of  a  chang¬ 
ing  and  competitive  marketplace, 
embracing  new  technologies  and  imple¬ 
mentations,  and  preparing  the  carrier 
for  the  year  2000. 

United's  "portfolio"  approach  of  cross¬ 
functional  teams  are  breaking  the  historic 
barriers  of  departments  and  divisions. 

By  adhering  to  "ADEPT,"  United's  appli¬ 
cations  development  tool,  project  cycle 
time  is  being  reduced  and  quality  is 
improving.  Through  investments  in 
personal  development  tools.  United's 
ISD  employees  are  going  beyond  the  typ¬ 
ical  "requirements  recorder"  role  and 
working  with  customers  as  consultants 
and  advisors,  and  thereby  opening  up 
dialogue  and  improving  quality. 

Parker  will  explain  how  a  focus  on  three 
areas  has  not  only  helped  United  sur¬ 
vive,  but  helped  move  it  toward  new 
levels  of  organizational  flexibility  and 
customer  satisfaction. 

12:15  a.m.  - 1:15  p.m. 

Luncheon 

1:15  p.m.  -  2:05  p.m. 

Business  Briefings 

2:05  p.m.  -  2:55  p.m. 

Business  Briefings 

2:55  p.m.  -  3:45  p.m. 

Business  Briefings 

3:45  p.m.  -  4  p.m. 

Coffee  Break 

4  p.m.  -  5:30  p.m. 

All  I  Really  Know 

Robert  Fulghum 

Author,  Everything  I  Ever 
Needed  to  Know  I  Learned 
in  Kindergarten  and 
Words  I  Wish  I  Wrote 

Robert  Fulghum  is  a  master  storyteller, 
universally  known  for  his  bestseller, 


All  I  Really  Need  to  Know  I  Learned  in 
Kindergarten,  which  has  sold  over 
14  million  copies  worldwide  in  27 
languages  and  in  97  countries.  He  has 
had  an  eclectic  career  and  prefers  to 
maintain  an  open-ended  notion  of 
what  his  occupation  in  life  might  yet 
be.  In  his  uniquely  humorous  yet 
pensive  way,  he  will  offer  his  approach 
to  maintaining  balance  in  one's  life 
along  the  challenging  road  ahead. 

5:30  p.m.  -  7  p.m. 

Reception  with  Robert  Fulghum 


WEDNESDAY,  MARCH  3  I 


7:30  a.m.  -  8:15  a.m. 

Breakfast 

8:15  a.m.  -  8:30  a.m. 

KnowPulseSM  Results 

Lew  McCreary 
Editorial  Director 

CIO  magazine 


8:30  a.m.  - 10:45  a.m. 

The  Digital  Landscape 
ofTomorrow 

Nicholas  Negroponte 
Founder,  Media  Labs 

Massachusetts  Institute  of 
Technology 

Author,  Being  Digital 

It  is  a  given  that  e-commerce  will 
exceed  a  trillion  dollars  in  the  year 
2000,  which  is  more  or  less  tomorrow. 
The  marketing  department,  chief  finan¬ 
cial  officer,  younger  executives  and 
company  shareholders  will  just  not  tol¬ 
erate  doing  business  otherwise,  since 
almost  every  business  in  the  future  will 
operate  seven-days-a-week,  twenty- 
four-hours-per-day. 

The  unknown  is  the  degree  to  which 
consumers  around  the  world  will  do  an 
increasing  amount  of  their  personal 
commerce  on-line,  thereby  changing  the 
fundamentals  of  retail,  distribution  and 
business  practice.  It  is  apparant  that 
technical  and  economic  infrastructures 
vary  greatly  from  country  to  country, 
and  that  culture  surprisingly  plays  an 
even  bigger  role  in  less  developed  areas 
of  the  world. 

Negroponte  will  consider  the  necessary 
forces  in  the  achievement  of  a  truly 
global  economy.  This  will  involve  at 
once  the  penetration  of  means  for  a  dig¬ 


ital  lifestyle  everywhere  and  the  estab¬ 
lishment  of  global  methods  for  security 
and  payment.  He  will  also  consider 
how  the  digital  future  will  depend 
upon  the  cost  of  telecommunications 
and  computers,  both  of  which  are  in 
the  midst  of  enormous  upheaval. 

10:45  a.m.  - 11:15  a.m. 

Coffee  Break 

11:15  a.m.  -  11:45  a.m. 

Question  &  Answer  Session 
with  Nicholas  Negroponte 

Moderated  by  Jim  Wetherbe 

11:45  a.m.  -  noon 

Closing  Remarks 

Jim  Wetherbe 


Business  Briefings 


Data  Management  that 
Yields  Strategic  Advantage 

Mark  Theilken 
Group  Leader 

Acxiom  Corporation 


Does  your  firm  need  to  be  faster  on 
its  feet?  How  well  can  you  reallocate 
resources  and  shift  processes  as  your 
markets  or  competitors  move?  Are 
there  points  of  inefficiency  in  your 
back-office  operations  where  bad  data 
or  risky  business  is  slipping  through? 

This  session  will  address  how  critical 
it  is  for  organizations  to  have  a  data 
management  strategy  that  allows  them 
to  create  a  strategic  advantage  from  the 
data  inside  and  outside  their  organiza¬ 
tion  while  guarding  consumer  privacy. 
Theilken  will  outline  the  components 
for  obtaining  external  data  and  effec¬ 
tively  leveraging  it  with  internal  data  to 
make  your  organization  fleeter  of  foot 
and  well  ahead  of  the  competition. 

Future  by  Design  — 

Organizing  and  Enabling  Chaos 

Gary  Rudin 

Corporate  Senior 
Vice  President 

Chief  Information  Officer  and 
Business  Transformation 

EDS 

Economies  are  transforming  from  coun¬ 
try-centric  to  global.  In  the  wake  of 
massive  change,  industry  lines  are  blur¬ 
ring,  new  markets  are  emerging,  and 
companies  in  every  industry  are  being 
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swept  up  in  unpredictable  and  uncon¬ 
trollable  events.  CIOs  must  meet,  if  not 
lead,  the  accelerating  urgency  to  change 
business  processes  to  increase  competi¬ 
tiveness  while  managing  a  growing 
level  of  complexity:  the  hundreds  of 
available  platforms,  vendors  and  appli¬ 
cation  solutions;  Enterprise  Resource 
Planning  systems  eroding  legacy  sys¬ 
tems;  Y2K  remediation  demands;  and 
Internet/intranet-driven  changes  affect¬ 
ing  how  business  is  conducted.  If  you 
or  your  company  change  slower  than 
the  industry  in  which  you  compete, 
you  may  be  doomed  to  failure.  Rudin 
will  discuss  possible  ways  to  make 
sense  of  this  inevitable  chaos. 

Maximizing  the  Value  of 
Your  Customer  Relationships  — 
How  to  Put  Enterprise 
Relationship  Management  (ERM) 
Systems  to  Work  for  You 

Roger  Siboni 
President  and  CEO 

Epiphany,  Inc. 


Powerful  market  forces  are  now  allow¬ 
ing  ERM  solutions  to  emerge,  where 
only  "piece  parts"  or  customer-built 
solutions  existed  before.  These  systems 
allow  the  entire  organization  to  focus 
on  maximizing  the  value  of  customer 
relationships.  Siboni  will  discuss  how 
specific  companies  are  putting  ERM 
systems  to  work  by  gaining  a  single 
integrated  view  by  pulling  information 
from  the  sales,  marketing,  service, 
finance  and  manufacturing  packages 
installed  throughout  the  enterprise. 
This  information  is  then  used  to  focus 
on  the  customers'  and  enterprises 
wants  to  build  for  a  lifetime,  reaping 
dynamic  competitive  benefits  as  a 
result. 

Real-Time  IT  Planning  — 

How  to  Plan  When  You  Have 
No  Time  to  Plan 

Peter  Greis 
Senior  Manager 

Ernst  &  Young  LLP 


Meeting  the  chaotic  demands  of  the 
21st  century  have  forced  IT  executives 
to  focus  most  of  their  attention  on 
the  current  operational  environment. 
This  has  left  little  time  for  thinking  and 
planning  for  the  future,  an  increasingly 
important  task  as  the  IT  infrastructure 


becomes  bigger  and  more  complex. 
Unfortunately,  the  traditional  IT  plan¬ 
ning  tools  are  complex,  time  consuming 
and  most  often  produce  results  that  are 
quickly  out  of  date  and  not  very  action¬ 
able.  This  session  will  profile  and 
review  some  of  the  planning  tools 
and  frameworks  being  used  by  a  num¬ 
ber  of  firms  to  overcome  these  barriers. 

Bringing  Your  Business  to 

the  Internet:  Security  Risks 

in  the  Business  World _ 

|F"3M  John  L.  Puckett 

&  M  GTE  Internetworking 


In  today's  business  world,  the  increase 
of  inter-company  electronic  communi¬ 
cations  and  wide-scale  adoption  of  the 
Internet  has  significantly  increased  a 
company's  risk  of  conducting  business 
securely.  The  rapid  evolution  and 
deployment  of  products  for  electronic 
commerce,  coupled  with  the  dramatic 
wide-scale  early  adoption  of  these  tech¬ 
nologies,  has  compounded  the  prob¬ 
lem.  With  technologies  so  new,  compa¬ 
nies  are  now  at  a  disadvantage  and 
vulnerable  to  being  compromised. 

This  session  will  address:  whether  these 
security  concerns  are  real,  what  are  the 
threats,  what  measures  can  be  taken  to 
achieve  an  acceptable  level  of  security, 
what  we  are  trying  to  protect,  how 
security  plans  and  policies  can  be 
developed,  and  what  new  technologies 
are  being  developed  and  are  available 
to  reduce  risk. 

Optimizing  Corporate 
Performance: Trends  and 
Best-Practices  for  Using 
Analytic  Applications 

Daniel  Druker 
Vice  President, 

Product  Marketing 

Hyperion  Solutions 

The  only  constant  in  today's  world 
is  that  the  pace  of  change  is  always 
increasing.  To  make  change  an  ally,  all 
employees  in  the  organization  must 
have  access  to  up-to-the-minute  infor¬ 
mation,  so  they  can  make  correct, 
informed  decisions  that  will  have  a  pos¬ 
itive  impact  on  the  organization.  The 
instantaneous  collection,  integration 
and  distribution  of  information  from  a 
wide  range  of  sources  helps  decision¬ 
makers  at  all  levels  constantly  optimize 


corporate  performance.  When  faced 
with  change,  every  decision-maker 
must  not  only  instantly  understand  the 
correct  actions  to  take,  but  must  be  able 
to  understand  the  implications  on 
shareholder  value  of  those  actions. 

Druker  will  discuss  customer  case 
studies,  trends  and  best-practices  for 
using  analytic  applications,  OLAP,  and 
data  warehousing  and  show  how  com¬ 
panies  can  deliver  actionable  informa¬ 
tion  instantaneously  to  all  decisions 
makers  across  the  enterprise  to  drive 
business  performance. 


Beyond  Recovery: 

Total  Business  Protection 


Paul  E.  Doyle 
Senior  Consultant 

IBM  Global  Services, 
Business  Recovery  Services 


How  well  should  you  prepare  for 
something  that  probably  won't  happen? 
Disasters  don't  have  to  be  major  events 
from  Mother  Nature  to  disrupt  the  flow 
of  business  —  or  your  relationship  with 
customers.  In  fact,  the  smallest  disrup¬ 
tion  can  turn  into  a  large-scale  catastro¬ 
phe  if  your  competitors  take  advantage 
of  it  fast  enough.  Y2K  is  the  largest  sin¬ 
gle  event  in  history  to  affect  organiza¬ 
tions  on  a  global  basis.  The  secret  to 
survival  is  never  to  be  caught  by  sur¬ 
prise.  You  need  to  protect  your  ability 
to  service  and  support  your  customers. 

This  session  will  discuss  an  approach 
that  not  only  helps  you  recover  your 
business  if  it  experiences  a  disruption, 
but  also  protect  it  against  the  kinds  of 
events  that  can  cause  the  disruption  in 
the  first  place.  You  will  learn  a  compre¬ 
hensive  enterprisewide  business  protec¬ 
tion  program,  to  help  you  avoid  or  pre¬ 
pare  for  and  recover  from  a  disaster. 

The  model  will  cover  risk  management, 
recovery  strategy,  recovery  capability, 
and  the  recovery  plan  and  business 
continuity  issues.  Y2K  contingency 
planning  preparations  will  also  be  dis¬ 
cussed. 
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Making  Tactical  Decisions  with  a 
Strategic  View:  Preventing  IT 
Chaos 


David  P.Vellante 

Senior  Vice  President 

IDC 


Tactical  decisions  made  today  can 
have  profound  strategic  impact  for 
tomorrow.  IT  executives  must  be  in 
command  of  daily  conflicts  while  they 
help  to  steer  their  companies  toward 
long-term  business  objectives  and  victo¬ 
ry  Meanwhile,  they  confront  a  jugger¬ 
naut  of  technologies,  services,  products 
and  suppliers.  How  do  they  navigate 
through  the  rough  waters?  How  do 
they  fight  today's  IT  battles  while  mak¬ 
ing  sure  the  business  war  is  not  lost? 
Although  some  battles  are  unavoidable, 
IT  executives  must  pick  and  choose 
their  fights,  and  the  tactics  they  use  to 
overcome  day-to-day  challenges  must 
be  part  of  an  overall  strategy  to  avoid 
battlefield  chaos  and  reach  business 
goals.  To  do  so,  IT  executives  must  be 
armed  not  only  with  concise,  accurate, 
real-world  information  that  empowers 
their  troops  but  also  insight  and  analy¬ 
sis  —  visionary  IT  intelligence  —  to 
guide  them  to  success  through  an  ever- 
changing  IT  landscape. 


IT  Inside. ..And  Outside  — 

Is  There  Really  a  Battlefield? 

John  R.  Fischer 

Vice  President 

Policy  Management  Systems 
Corporation 

Senior  Vice  President 

CYBERTEK  Corporation 

Courtesy  of  Lockheed  Martin 
Corporation 

With  the  shortage  of  resources  and 
competing  priorities,  executives  today 
are  challenged  with  how  to  support  the 
internal  IT  infrastructure  and,  more 
importantly,  the  core  processes  of  the 
organization  —  the  ones  that  can  spell 
success  or  failure  of  the  business.  Are 
these  goals  different  or  do  they  need  to 
move  in  the  same  direction?  John 
Fischer  will  discuss  how  PMSC  capital¬ 
ized  on  the  trend  of  integrating  internal 
capabilities  into  its  business  processes, 
and  how  this  has  raised  PMSC  to  new 
competitive  heights. 

Why  Wait  for  the 
New  Carrier  Services? 

Jeong  H.  Kim 

President 

Carrier  Networks,  DNS 

Lucent  Technologies 


Responsive  Business  Solutions 
Through  a  Unifying  Architecture 


Christopher  S. Thomas 

Director,  Distributed  Enterprise 
Architecture  Lab 
Enterprise  Server  Group 

Intel  Corporation 


Maintaining  a  competitive  edge  in  the 
e-business  environment  requires  new 
architectural  approaches  to  traditional 
business  solutions,  as  well  as  new 
solutions  to  computing  at  the  Internet 
boundaries.  Explore  how  companies  are 
using  a  unified  architecture  to  decouple 
interdependencies  inhibiting  applica¬ 
tion  development,  reducing  time  to 
deployment  and  increasing  total  value 
of  ownership.  Included  in  the  session 
are  case  studies  of  companies  benefiting 
from  the  architectural  and  value 
implications  of  utilizing  a  "unifying 
architecture." 


While  advanced  publicity  for  new  con¬ 
verged  carrier  services  has  accelerated 
user  demand,  the  fact  remains  that  car¬ 
rier  networks  will  not  be  able  to  sup¬ 
port  many  of  these  new  services  for 
several  years.  Starting  with  an  examina¬ 
tion  of  the  changing  public  network 
profile,  Kim  will  discuss  how  the 
increasing  intelligence  of  customer 
premises  equipment  and  falling  band¬ 
width  prices  enable  corporate  end  users 
to  deploy  and  enjoy  new  services  today. 
Why  wait  for  the  carriers?  The  answer 
is,  you  don't  have  to. 

The  Accelerated  IT  Organization: 
Best  Practices  for  Rapid 
E-Commerce  Deployment 

Jorge  R.Taborga 
Vice  President  and  CIO 

Nortel  Networks,  Inc. 


As  architect  and  leader  of  Nortel's  IT 
initiatives,  Jorge  R.  Taborga  will  lead  an 
interactive  discussion  on  best  practices 
for  supply  chain  integration  and  other 
e-commerce  efforts.  Participants  will 


leave  this  lively  session  with  novel 
insights  into  areas  of  project  execution 
such  as  structuring,  leading  and 
inventing  high-performance  teams; 
when /how  to  integrate  business  units 
into  the  process;  decision  models  that 
promote  front-line  employee  initiative; 
creative  vendor  management  princi¬ 
ples;  management  metrics  for  effective 
project  tracking  and  control;  and 
improving  convergence  between  project 
commitments  and  deliverables. 

Double  Your  IT  Development 
Capacity  Without  Increasing 
Your  Budget 

Rick  Pleczko 
Vice  President, 

Worldwide  Marketing 
and  Development 

PLATINUM  technology,  inc. 

Imagine  that!  You  could  complete  proj¬ 
ects  faster.  Improve  product  quality. 
Even  deliver  more  value  to  the  busi¬ 
ness.  What's  the  secret?  Companies  that 
pay  attention  to  their  application  devel¬ 
opment  infrastructure  experience  pro¬ 
ductivity  gains  of  100%  or  more  versus 
the  average  performer.  Improving  the 
ability  to  deliver  projects  consistently 
on-time  and  in  budget  is  the  most 
important  effort  a  CIO  can  launch.  The 
key  to  better  project  delivery  is  estab¬ 
lishing  an  infrastructure  that  leverages 
tools,  best  practices  and  effective  man¬ 
agement  approaches  to  ensure  success. 
This  session  will  explore  the  strategies, 
implementation  and  payback  of  imple¬ 
menting  a  development  infrastructure 
for  breakthrough  business  impact. 


Larry  Garlick 
Chairman  and  CEO 

Remedy  Corporation 


Garlick  will  explore  the  benefits  of 
implementing  highly  adaptable  appli¬ 
cations  that  enable  IT  organizations  to 
adapt  to  changing  requirements  easily 
and  cost-effectively.  He  will  demon¬ 
strate  the  ability  to  deliver  streamlined 
business  processes  across  an  enterprise 
in  a  concise,  timely  and  measurable 
manner.  This  provides  a  new  alterna¬ 
tive  to  lengthy,  expensive  enterprise 
application  deployments,  allowing  IT 
organizations  to  efficiently  meet  busi¬ 
ness  objectives  for  all  lines 
of  business. 
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The  Customer  Advantage:  Supporting  Triage  and  Prioritization 

Making  Every  Relationship  Count  in  the  Face  of  Disaster _ 


William  Schmarzo 
Vice  President  of 
Business  Development 

Sequent  Computer 
Systems,  Inc. 


John  Ticer 

President  and  COO 

Stac, Inc. 


A  reality  check:  Are  you  managing  the 
relationship  or  the  data?  Are  you  man¬ 
aging  a  product  portfolio  or  a  relation¬ 
ship  resume?  Using  customer  knowl¬ 
edge  to  impact  the  bottom  line  takes 
more  than  just  software  and  data  — 
it  requires  a  business  model  shift. 
Schmarzo  will  address  the  business 
issues  surrounding  successful 
Customer  Relationship  Management. 

Continuous  Communications 
Creativity  as  an  Answer  to 
Continuous  Emergency: 

A  Case  Study  in  the  Development 
of  Next-Generation  Applications 

Sue  Sentell 

Vice  President,  Marketing  and 
Product  Management 

Sprint  Business 


Familiar  as  a  medical  term,  triage  refers 
to  sorting  patients  and  allocating  treat¬ 
ment  to  maximize  the  number  of  sur¬ 
vivors.  With  regard  to  IT  disaster  (Y2K 
included),  the  term  refers  to  prioritizing 
affected  systems,  applications  and  files 
based  on  their  criticality  to  the  business. 
Ticer  will  focus  on  techniques  and  tech¬ 
nologies  to  help  identify  and  alleviate 
disasters  at  the  file,  application  and  sys¬ 
tem  level  to  get  companies  back  to  busi¬ 
ness  as  quickly  as  possible. 


The  Importance  of 
ESP  to  the  CIO! 


Michael  J.  Walsh 

Director  of  Marketing 
Sun  Microsystems 
Computer  Division 

Sun  Microsystems 
of  Canada  Inc. 


Businesses  today  face  a  challenging 
array  of  issues,  from  providing  superior 
customer  service  to  building  a  skilled 
workforce  to  moving  products  to  mar¬ 
ket  more  quickly.  But  implementing  IT 
solutions  that  serve  the  needs  of  busi¬ 
nesses  in  a  changing  environment  are 
becoming  far  less  challenging,  thanks  to 
the  advent  of  next-generation  networks. 
By  offering  new  communications  appli¬ 
cations  that  better  link  internal  and 
external  stakeholders  -  employees,  cus¬ 
tomers,  telecommuters,  branch  offices, 
web  site  visitors  and  so  forth  -  next- 
generation  networks  make  creative 
solutions  possible  for  businesses'  most 
critical  communications  problems. 
Sentell  will  offer  a  case  study  in  devel¬ 
oping  such  solutions  —  solutions  that 
ease  the  burden  of  "managing  in  a  state 
of  continuous  emergency." 


The  future  will  belong  to  those  organi¬ 
zations  that  can  out-innovate  the  com¬ 
petition.  At  the  center  of  this  transfor¬ 
mation  is  the  CIO  and  key  to  his/her 
success  could  rely  on  ESP  or  the 
ability  to  build  an  "Enterprise  Service 
Provider"  model.  Walsh  will  consider  a 
new  value  proposition  for  IT  in  the  net¬ 
worked  age,  the  seven  core  trends  of 
the  networked  age,  the  ISP  model  as  a 
blue  print  for  the  ESP,  and  the  role  of 
Java  and  JINI  —  are  you  ready  for  exe¬ 
cutable  content? 

Managing  Interdependent 
Business  Applications: 

Legacy,  ERP,  Off-the-Shelf, 

Custom,  E-business 

Michael  W.  Stankiewicz 
Vice  President  of 
Professional  Services 

TRUE  Software,  Inc. 

As  enterprise  applications  move  from 
a  host-  to  a  multi-platform  distributed 
architecture  and  to  the  Internet,  manag¬ 
ing  them  becomes  more  complex,  and 
requires  new  tools  and  methodologies. 
The  impact  of  downtime  has  escalated 
from  the  back-office  to  the  front-office, 
to  business  partners  in  the  supply 
chain,  and  to  the  customer.  Actual 
case  studies  illustrate  how  leading 


enterprises  have  implemented  main¬ 
frame-grade  controls  for  managing 
complex  business  systems  that  include 
legacy,  ERP,  off-the-shelf,  custom  and 
e-business  applications  —  monitoring 
their  interdependencies  and  ensuring 
application  availability. 

How  can  IT  organizations  improve  the 
enterprise  application  lifecycle  process 
to  reduce  costs  and  ensure  application 
uptime?  What  are  the  challenges  to  the 
acceptance  and  deployment  of  these 
Enterprise  Application  Management 
solutions?  How  do  IT  organizations 
maintain  control  of  enterprise  applica¬ 
tions  where  change  is  a  constant? 

How  are  changes  synchronized  across 
interdependent  legacy,  ERP,  off-the- 
shelf,  custom  and  e-business  applica¬ 
tions?  Who  is  responsible  for  managing 
the  deployment  of  distributed  applica¬ 
tions,  and  ensuring  their  proper  instal¬ 
lation  and  availability?  How  do  organi¬ 
zations  value  application  availability, 
and  apportion  cost  and  human 
resources  to  software-  versus  hardware- 
caused  problems? 

Collaboration  Strategies: 

Bringing  People  Together  to 
Increase  Competitive  Advantage 
Without  Ever  Leaving  the  Office 

Marty  Falaro 

Vice  President,  Marketing  and 
Business  Development 

VideoServer,  Inc. 

Point  to  point  videoconferencing  sys¬ 
tems  are  being  developed  in  key  enter¬ 
prise  sites.  With  shifting  alliances  and 
M&A  activity,  CIOs  are  constantly  inte¬ 
grating  new  cultures,  environments  and 
systems  together.  Geographically  dis¬ 
persed  workgroups  must  come  together 
to  integrate  projects,  ideas  and  entire 
new  corporate  structures.  This  session 
will  provide  strategies  and  solutions 
along  with  peer  reviews  of  implementa¬ 
tions  of  IP  conferencing. 

Business  Briefings  Will  Also 
be  Offered  by: 

Business  Objects 

Cabletron  Systems 

Compaq  Computer  Corporation 

Hewlett-Packard  Company 

StorageTek 
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Hosts 


ACXIOM 

Acxiom  can  help  you  tap  into  the 
valuable  data  captured  in  your  opera¬ 
tional  systems  and  make  it  part  of  an 
accurate,  comprehensive  and  accessible 
warehouse  of  customer  information. 
Acxiom's  expertise  in  data  integration 
assists  you  in  cleansing  and  organizing 
your  data  as  well  as  integrating  exter¬ 
nal  data  to  transform  it  into  customer 
knowledge  and  drive  powerful  decision 
support  applications.  With  expertise 
in  industries  such  as  retail,  banking/ 
finance,  insurance,  publishing,  telecom¬ 
munications  and  utilities,  Acxiom  helps 
CIOs  deliver  timely  and  appropriate 
information  to  end  users  throughout 
the  enterprise. 


Business  Objects 

Business  Objects  is  the  world's  lead¬ 
ing  provider  of  integrated  enterprise 
decision  support  tools.  Business  Objects 
products  provide  non-technical  busi¬ 
ness  users  with  access  to  information 
stored  in  data  warehouses,  data  marts 
and  packaged  business  applications. 
Business  Objects  provides  a  complete 
suite  of  decision  support  tools  includ¬ 
ing  query,  reporting,  online  analytical 
processing,  data  mining  and  DSS 
administration  for  both  client/ server 
and  Internet  environments.  Business 
Objects  has  sold  more  than  780,000 
licenses  to  over  6,200  organizations  in 
more  than  60  countries  worldwide. 
Business  Objects  may  be  reached  by 
phone  at  408  953-6000  or  on  the  World 
Wide  Web  at  www.businessobjects.com. 
The  company's  stock  is  publicly  traded 
under  the  ticker  symbol  BOBJY. 


caBLeTRon 

_ SYSTems 

The  Complete  Networking  Solution™ 

Cabletron  Systems  is  a  leading 
developer,  manufacturer  and  marketer 
of  standards-based  LAN,  WAN  and 
ATM  networking  solutions.  Through 
its  advanced  switching  and  enterprise 
management  products  —  coupled  with 
strategic  industry  partnerships  — 
Cabletron  provides  the  infrastructure  to 
seamlessly  support  converging  voice, 
video  and  data  resources  from  one  inte¬ 
grated  platform.  All  of  the  company's 
solutions  share  a  common  goal  of 
reducing  operating  costs,  simplifying 
administration,  and  improving  produc¬ 
tivity  from  top  to  bottom.  Cabletron's 
award-winning  solutions  include 
industry-leading  SmartSwitches  and 
SPECTRUM  enterprise  manager. 

COMPAQ. 

Founded  in  1982,  Compaq  Computer 

Corporation  is  a  Fortune  200  compa¬ 
ny.  Compaq  is  the  second  largest  com¬ 
puter  company  in  the  world  and  the 
largest  global  supplier  of  personal  com¬ 
puters.  Compaq  develops  and  markets 
hardware,  software,  solutions  and  serv¬ 
ices,  including  industry-leading  enter¬ 
prise  computing  solutions,  fault-toler¬ 
ant  business-critical  solutions,  network¬ 
ing  and  communication  products, 
commercial  desktop  and  portable  prod¬ 
ucts  and  consumer  PCs.  Customer 
support  and  information  about 
Compaq  and  its  products  are  available 
at  ivww.compaq.com. 


tw  Data  General 


Data  General  ( www.dg.com )  special¬ 
izes  in  providing  open  storage  systems, 
servers  and  services  for  customers 
worldwide.  Our  CLARiiON  high-avail¬ 
ability  solutions  feature  flexible,  scala¬ 
ble  products  for  UNIX  and  Windows 
NT,  including  end-to-end  Fibre  Channel 
and  SCSI  arrays.  Our  Intel  architecture- 
based  AViiON  servers  offer  enterprise 
solutions  for  Windows  NT  and  high- 
end  UNIX  platforms  using  NUMA 
technology.  An  excellent  enterprise 
applications  platform,  AViiON  servers 
provide  a  robust  foundation  for  such 
strategic  applications  as  data  warehous¬ 
ing  and  secure  Internet  commerce. 


EDS 


EDS  is  a  professional  services  firm  that 
applies  consulting,  information  and 
technology  in  innovative  and  produc¬ 
tive  ways  to  enable  clients  to  improve 
their  overall  performance. 

Through  a  comprehensive  portfolio  of 
service  offerings,  EDS  is  the  provider 
of  choice  for  thousands  of  leading 
enterprises  and  governments  around 
the  globe.  The  company  works  with  its 
clients  and  business  partners  to  provide 
thought  leadership  and  create  measura¬ 
ble  value  by  unleashing  the  full  poten¬ 
tial  of  information  and  technology. 

One  of  EDS'  driving  principles  is  that 
how  technology  is  used  is  much  more 
important  than  technology  itself. 

For  more  information  about  EDS, 
please  visit  www.eds.com. 


To  enroll,  CAUL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.coml conferences  or  FAX  us  at  508  879-7720. 


epiphany 


Epiphany,  Inc.  is  the  leading  provider 
of  packaged  software  applications  to 
drive  Enterprise  Relationship  Manage¬ 
ment  (ERM).  Seen  as  the  next  wave 
of  Web-based  enterprise  applications, 
ERM  helps  companies  achieve  maxi¬ 
mum  value  from  their  customer  rela¬ 
tionships  by  enabling  them  to  better 
identify,  differentiate,  and  interact  with 
their  customers.  Based  on  that  knowl¬ 
edge  they  can  better  customize  their 
products  to  meet  customer  needs. 

ERM  systems  draw  this  information 
from  the  sales,  marketing,  service, 
finance  and  manufacturing  packages 
inside  the  company. 


HI  Ernst  &  Young  llp 

Ernst  &  Young  LLP,  a  leading  profes¬ 
sional  service  firm,  today  operates  one 
of  the  world's  largest  and  most  influen¬ 
tial  management  consulting  practices. 
Our  business  improvement  profession¬ 
als  create  and  implement  solutions  for 
clients  that  help  them  to  improve  oper¬ 
ational  efficiencies,  grow  their  compa¬ 
nies  and  use  capital  effectively.  Ernst  & 
Young  consultants  work  with  leading 
companies  all  over  the  world  on  large- 
scale  business  improvement,  organiza¬ 
tional  change  and  information  technol¬ 
ogy  initiatives.  Our  industry-leading 
methods  and  tools  provide  clients  with 
measurable  and  rapidly-realized  busi¬ 
ness  value. 
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INTERNETWORKING 

POWERED  BY  BBN 

GTE  Internetworking,  a  unit  of  GTE 
Corporation,  is  a  leading  provider  of 
integrated  Internet  services  that  help 
organizations  share  information  effec¬ 
tively  and  securely  throughout  the 
enterprise.  We  offer  customers,  from 
consumers  to  Fortune  500  companies, 
complete  network  solutions,  including 
dial-up  and  dedicated  Internet  access, 
high-performance  Web  hosting,  man¬ 
aged  Internet  security,  certificate  man¬ 
agement  systems,  network  manage¬ 
ment,  systems  integration,  Web-based 
application  development  and  consult¬ 
ing  services  for  integrating  the  Internet 
into  business  operations. 

Whn%  HEWLETT® 
mi'HM  PACKARD 

Hewlett-Packard  Company  (HP) 

is  a  leading  global  provider  of  comput¬ 
ing,  Internet  and  intranet  solutions, 
services,  communications  products  and 
measurement  solutions.  It  is  the  sec¬ 
ond-largest  computer  supplier  in  the 
world,  with  computer-related  revenue 
in  excess  of  $38.8  billion  in  its  1998  fis¬ 
cal  year.  HP  has  124,600  employees  and 
had  revenue  of  $47.1  billion  in  its  1998 
fiscal  year. 

HP  is  extending  its  acknowledged 
worldwide  leadership  position  in  enter¬ 
prise  computing  to  the  Internet  and 
intranet  marketplace.  HP,  which  operat¬ 
ed  the  largest  intranet  in  the  world,  will 
continue  to  expand  its  Internet  expert¬ 
ise  by  providing  Internet-ready  prod¬ 
ucts  and  services  for  business  solutions 
targeted  from  small  office /home  office 
to  the  enterprise.  HP  continues  to  set 
industry  standards  for  secure  Internet 
servers  and  will  continue  to  be  the 
"trusted  advisor"  customers  rely  on  to 
build  their  own  intra/Internet  solutions 
for  their  competitive  advantage. 


HYPERION 

Driving  Business  Performance" 
Hyperion  Solutions  Corporation 

(Nasdaq:  HYSL),  formed  through  the 
merger  of  Hyperion  Software  and 
Arbor  Software,  is  a  leading  provider  of 
analytic  application  software  for  report¬ 
ing,  analysis,  modeling  and  planning. 
Hyperion's  family  of  packaged  analytic 
applications,  OLAP  server,  and  devel¬ 
oper  and  end-user  tools  are  in  use  by 
more  than  4,000  customers  worldwide, 
including  more  than  60  of  the  Fortune 
100  and  more  than  40  of  the  Financial 
Times  European  Top  100.  Hyperion 
Solutions  has  established  partnerships 
with  more  than  300  leading  data  ware¬ 
housing,  OLAP  tools,  services,  ERP, 
packaged  application  and  platform 
vendors  to  extend  the  value  of  the 
company's  products  and  services  to 
deliver  maximum  flexibility  and  choice 
to  customers.  The  company  is  head¬ 
quartered  in  Sunnyvale,  Calif,  and 
has  more  than  1,800  employees  in 
26  countries.  Information  on  Hyperion's 
products  and  services  is  available  at 
www.hyperion.com,  info@hyperion.com 
or  1-800-286-8000. 


IBM  Global  Services,  through  its 
business  recovery  services  offering, 
provides  customers  in  62  countries 
with  business  protection,  recovery  and 
Internet  security  services  for  large, 
midrange  and  distributed  multiplat¬ 
form  computing  environments.  IBM 
was  the  first  business  recovery  vendor 
in  the  U.S.  to  achieve  ISO  9001  registra¬ 
tion,  an  internationally  recognized 
quality  certification. 

IBM  Global  Services  offers  unparalleled 
global  capabilities  in  163  countries  and 
is  the  world's  largest  and  most  versatile 
IT  consulting  services  provider.  Visit 
www.brs.ihm.com. 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.coml conferences  or  FAX  us  at  508  879-7720. 
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International  Data  Corporation 
(IDC)  is  the  leader  in  delivering  reli¬ 
able  and  insightful  IT  data,  analysis 
and  opinions.  Founded  in  1964,  this 
worldwide  organization  employs  more 
than  300  industry  analysts  who  cover 
the  full  spectrum  of  technology  and 
management  areas.  In  a  rapidly  chang¬ 
ing  technology  market,  IS  professionals 
rely  on  IDC  for  clarification,  validation 
and  practical  guidance  in  their  tactical 
and  strategic  IT  decision  making.  IDC's 
worldwide  coverage  and  rigorous  pri¬ 
mary  research  combine  for  a  powerful 
resource,  providing  comprehensive  IT 
authoritative  intelligence  on  such  areas 
as  architectures,  suppliers,  technologies, 
products,  services,  staffing  and  process 
es.  With  IDC's  Web  site  at  www.idc.com 
for  more  information. 


iniel, 

Intel  was  founded  over  thirty  years 
ago  and  soon  introduced  the  first 
microprocessor,  changing  forever  the 
way  people  work,  learn  and  communi¬ 
cate.  Today,  companies  incorporate 
Intel  architecture-based  solutions  across 
their  business  and  IT  environments: 
from  Internet  servers  to  data  center 
systems,  desktops  to  workstations,  and 
laptops  to  network  PCs.  Intel  supplies 
the  computing  industry  with  chips, 
boards,  systems  and  software  used 
as  "building  blocks"  to  create  advanced 
computing  systems.  Visit  Intel's 
Web  site  at  www.intel.com  for  more 
information. 


Lockheed  Martin  Corporation 

has  emerged  as  the  business  and  tech¬ 
nology  solutions  partner  of  choice  for 
clients  who  demand  competitive,  value- 
added  innovation  in  their  information 
systems.  With  $6.5  billion  in  IT  sales 
and  more  than  46,000  information  pro¬ 
fessionals  worldwide,  Lockheed  Martin 
offers  business  and  IT  architecture  serv¬ 
ices,  applications  and  systems  integra¬ 
tion,  and  information  processing  opera¬ 
tions  for  commercial  and  government 
customers.  Our  experience  spans  30 
years  of  information  management  for 
clients  in  markets  such  as  retail,  manu¬ 
facturing,  distribution,  health  care, 
finance  and  insurance,  as  well  as  state 
and  local  governments. 


Lucent  Technologies 

Bell  Labs  Innovations 

Increasingly,  business  customers  want 
end-to-end  communications  solutions 
that  address  all  their  needs.  As  you 
look  to  optimize  your  voice,  data  and 
video  networks,  you  are  also  looking 
for  ways  to  protect  the  investments  you 
have  made  in  these  networks.  From  sin¬ 
gle-site  establishments  to  global  organi¬ 
zations,  we  work  closely  with  our  cus¬ 
tomers  to  deliver  solutions  in  support 
of  unique  business  objectives.  Lucent 
Technologies  is  connecting  ideas, 
commerce  and  people  all  around  the 
world.  Visit  wuwilucent.com  for  more 
information. 


Nortel  Networks  works  with  cus¬ 
tomers  worldwide  to  design,  build 
and  deliver  communications  and  IP- 
(Internet  Protocol)  optimized  networks 
—  Unified  Networks  that  create 
greater  value  for  customers  worldwide 
by  delivering  integrated  network  solu¬ 
tions  spanning  data  and  telephony. 
Customers  include  public  and  private 
enterprises  and  institutions;  Internet 
service  providers;  local,  long-distance, 
cellular  and  PCS  (Personal  Communi¬ 
cations  Services)  communications  com¬ 
panies;  cable  television  carriers;  and 
utilities.  Nortel  (Northern  Telecom), 
one  of  the  world's  largest  suppliers  of 
digital  network  solutions,  and  Bay 
Networks,  a  leader  in  the  worldwide 
data  networking  market  merged  in 
1998  to  create  Nortel  Networks.  Bay 
Networks  is  a  wholly  owned  subsidiary 
of  Nortel  Networks.  Core  Competen¬ 
cies  include:  large-scale  design  and 
implementation;  global  network  sales, 
service  and  support;  technology  inno¬ 
vation  and  application;  account  and 
distribution  channel  management; 
customer  partnering;  and  management 
of  globally  diversified  resources. 

PLATINUM 

PLATINUM  technology,  inc. 

provides  a  unique  set  of  software 
and  services  that  help  IT  organizations 
work  better  by  improving  performance 
and  reducing  risk  in  their  IT  infrastruc¬ 
tures,  including  data,  systems  and 
applications.  Specific  areas  of  IT  man¬ 
agement  include  database  system 
management,  application  development 
support,  data  warehousing,  decision 
support  and  Year  2000  conversions. 
Additional  information  about 
PLATINUM  technology,  inc.  is 
available  via  the  World  Wide  Web  at 
www.plntinum.com  or  by  telephone  at 
800  442-6861  or  630  620-5000. 


To  enroll,  CALL  800  366-^0246,  visit  our  WEB  SITE  at  www.cio.coml conferences  or  FAX  us  at  508  879-7720. 


Remedy  Corporation  develops  and 
markets  adaptable  enterprise  software 
applications  for  employee  and  cus¬ 
tomer  services.  Remedy's  solutions 
lead  the  help  desk  and  Consolidated 
Service  Desk  (CSD)  market,  the 
Customer  Relationship  Management 
(CRM)  market  and  the  Enterprise 
Resource  Management  (ERM)  market. 
Remedy's  trademark  product  adapt¬ 
ability  allows  the  software  to  automate 
additional  business  processes  through¬ 
out  the  enterprise.  Founded  in  1990,  the 
Mountain  View,  Calif.-based  company 
serves  more  than  3,400  customers  at 
over  6,350  sites  in  63  countries. 


Stac 


Founded  in  1983,  Stac,  Inc.  is  known 
worldwide  for  its  innovations  in  data 
compression.  The  company  builds  on 
these  advancements  to  create  high-per¬ 
formance  systems  recovery  software 
solutions  for  enterprise  customers. 

Stac  has  established  strategic  relation¬ 
ships  with  Hewlett-Packard,  IBM, 
Legato  Systems,  Microsoft,  Network 
Associates,  Novell  and  other  industry 
leaders  to  provide  best-of-breed,  com¬ 
prehensive  solutions  for  distributed 
networks.  Through  its  OEM  network¬ 
ing  products  subsidiary,  Hi/fn,  Stac 
also  provides  semiconductor  solutions 
to  improve  the  efficiency,  security  and 
manageability  of  networks. 


+Sun 

microsystems 

Since  its  inception  in  1982,  a  singular 
vision,  "The  Network  Is  The  Computer™" 
has  propelled  Sun  Microsystems, 

Inc.  (NASDAQ:  SUNW),  to  its  position 
as  a  leading  provider  of  high  quality 
hardware,  software  and  services  for 
establishing  enterprise-wide  intranets 
and  expanding  the  power  of  the 
Internet.  With  more  than  $9  billion  in 
annual  revenues,  Sun  can  be  found  in 
more  than  150  countries  and  on  the 
World  Wide  Web  at  www.sun.com. 
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Sequent  is  a  leading  provider  of  high- 
end  scalable  data-center-ready  open 
systems  solutions  for  large  organiza¬ 
tions  spanning  diverse  industries.  In 
1996,  Sequent  was  first  to  market  with 
large-scale  non-uniform  memory  access 
(NUMA)  systems  based  on  Intel's 
Pentium  Pro  architecture  and  designed 
to  run  the  UNIX  operating  system. 
Sequent  recently  announced  and  will  be 
demonstrating  NUMACenter,  a  new 
server  that  will  support  mixed-mode 
computing,  running  Windows  NT  and 
UNIX  concurrently  on  the  same  man¬ 
aged  system. 


Sprint  is  a  global  communications 
company  —  at  the  forefront  in  integrat¬ 
ing  long  distance,  local  and  wireless 
communications  services,  and  one  of 
the  world's  largest  carriers  of  Internet 
traffic.  Sprint  built  and  operates  the 
United  States'  only  nationwide,  all- 
digital,  fiber-optic  network  and  is  the 
leader  in  advanced  data  communica¬ 
tions  services.  Sprint  has  $14  billion 
in  annual  revenues  and  serves  more 
that  16  million  business  and  consumer 
customers. 


As  more  mission  critical  applications 
are  deployed  in  distributed  environ¬ 
ments,  IT  organizations  are  increasingly 
focused  on  ensuring  their  availability. 
TRUE  Software  provides  a  suite  of 
client/server  software  products  that 
enable  organizations  to  effectively  man¬ 
age  the  change  process  for  the  develop¬ 
ment,  deployment  and  ongoing  mainte¬ 
nance  of  software  applications  in  dis¬ 
tributed,  multi-platform  computing 
environments.  TRUE  is  the  first  to 
offer  a  complete  "enterprise  application 
management"  solution  that  ensures 
the  predictable  and  non-disruptive 
rollout  of  application  changes  in 
IT  organizations. 

Iff  VideoServer 

VideoServer,  Inc.  (NASDAQ:  VSVR) 
is  the  leading  supplier  of  networking 
equipment  and  associated  software 
used  to  create  multimedia  conferences 
that  connect  multiple  users  over  wide 
area  networks  and  allow  them  to  inter¬ 
act  as  a  group.  The  company's  products 
provide  multipoint  conferencing,  as 
well  as  applications  for  conference  con¬ 
trol,  network  management  and  band¬ 
width  management.  VideoServer  sells 
its  products  to  leading  videoconferenc¬ 
ing  equipment  suppliers,  telephone  car¬ 
riers,  conferencing  service  providers, 
computer  companies  and  others. 


StorageTek 

Storage Tek  helps  customers  collect, 
move,  store  and  share  digital 
information.  StorageTek  products 
and  services  manage  information  in 
applications  ranging  from  mainframe 
to  open-systems  data,  video,  audio  and 
still  images.  The  company's  networked 
storage  architecture  is  designed  to 
work  with  any  server,  any  operating 
system,  any  application  and  even  other 
vendors'  storage  devices.  It  embraces 
tape,  disk,  connectivity  products  and 
software  from  a  variety  of  partners  and 
competitors,  while  distributing  storage 
information  management  intelligence 
throughout  the  storage  network. 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720. 
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This  fee  applies  if  you  are  a  CIO,  IS  executive 
or  hold  another  executive  position  other  than 
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□  1  am  not  staying  at  the  Arizona  Biltmore 

This  fee  applies  if  you  hold  a  sales,  marketing, 
new  business  development  or  consulting  posi¬ 
tion,  including  executive  management  of  IT 
vendor  and  consulting  companies.  This  fee  is 
payable  by  company  check  only.  CIO  will 
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Casual!  Please,  no  suits,  ties 
or  business  attire! 

HOTEL  ACCOMMODATIONS 

A  block  of  rooms  has  been  reserved  at  the  Arizona 
Biltmore.  We  urge  you  to  make  your  reservations 
early  by  calling  the  hotel  at  602  955-6600  and 
identifying  yourself  as  part  of  the  CIO  conference 
to  receive  the  conference  rate.  CIO  will  make 
hotel  reservations  for  government/military 
participants  only.  Be  sure  to  guarantee  your 
room  with  a  credit  card,  as  all  unreserved  or 
unguaranteed  rooms  will  be  released  on  February 
28,  1999.  Hotel  reservations,  cancellations  and 
charges  are  your  responsibility.  If  a  CIO  confer¬ 
ence  Enrollment  Form  is  not  received  within 
48  hours  of  making  your  hotel  reservation,  your 
room  will  be  released  from  the  CIO  room  block. 

TRANSPORTATION 

American  Airlines  is  the  official  conference  carrier. 
For  discounted  airfare,  call  800  433-1790  and 
reference  Star  File  #S5539UB.  AVIS  is  the  official 
car  rental  provider.  Call  AVIS  at  800  331-1600  and 
reference  8766657. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in  advance 
of  the  meeting.  Fee  includes  conference  sessions, 
business  brief ngs,  Corporate  Host  displays,  confer¬ 
ence  materials  and  scheduled  meals,  receptions 
and  entertainment.  Transportation,  hotel  and  recre¬ 
ation  are  your  responsibility.  Please  note  that 
submission  of  this  enrollment  form  to 
CIO  obligates  the  attendee/sender  for 
the  enrollment  fee. 

CANCELLATION 

ALL  CANCELLATIONS  OR  SUBSTITUTIONS  MUST 
BE  IN  WRITING.  You  may  cancel  your  conference 
or  companion  enrollment  up  to  February  26,  1 999 
without  penalty.  A  $250  administration  fee  will  be 
imposed  for  cancellations  between  February  26  — 
March  12,  1999.  No  refund  or  credit  will  be 
given  for  cancellations  after  March  12,  19 99 
or  for  no  shows.  You  may  send  a  substitute  in 
your  place.  CIO  reserves  the  right  to  decline 
enrollment  to  any  registrant. 


eers  and  share  ideas 
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future  strategies  for  your  company 


Join 

experience  leader 


At  xNet  Consortium  meetings,  identify  new  models  and  methods 
of  applying  Internet  technology  for  your  business,  learn 
from  industry  experts  and  network  with  peers  in  a  high-energy 
atmosphere.  Participants  share  ideas,  identify  current  best 
practices  and  anticipate  future  strategies. 

xNet  members  are  responsible  for  driving  their  organizations' 
intranet,  extranet  and  Internet  initiatives  and  represent  some  of 
the  leading  companies  in  the  online  world.  The  consortium  meets 
twice  a  year  and  interacts  throughout  the  year  on  a  members- 
only  xNet  Web  site. 


at  our  upcoming 
meeting 


Just  an  exclusive  group  of  Net  professionals  trying  to  make  sense 
of  it  all.  To  maintain  the  quality  and  focus  of  the  group,  only  a 
limited  number  of  companies  may  participate.  We  urge  you  to 
contact  us  immediately  at  800  355-0246.  For  additional  infor¬ 
mation,  visit  our  Web  site  at  www.cio.com/xnet. 


call  800  355-0246 
for  more  information  on 
membership  or  to  register 
for  the  April  event 


CIO  Communications,  Inc.  •  492  Old  Connecticut  Path 
Framingham,  MA  *  01701  •  800  355-0246 
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Finders 

Keepers 

Attention,  shoppers.- 
Today’s  specials  are  an 
Oscar  de  la  Renta  sports 
coat,  price  tags  attached,  $125; 
a  Burberry  sweater,  a  Harley- 
Davidson  hat,  a  Talbots  blouse, 
all  slightly  used,  $8  each.  An 
Armitron  Bugs  Bunny  watch  in 
“wonderful  condition,”  $15. 
Several  new  Ralph  Lauren 
Chaps  blue  plaid  rugby  shirts, 
large  only,  $28  apiece.  A  Canon 
camera  (“looks  new,  sorry,  no 
manual”)  $275. 

That’s  just  a  sampling 
from  the  Unclaimed 
Baggage  Center’s  Web  site, 
www.unclaimedbaggage.com. 
The  UBC,  which  has  sold  “lost 
treasures  from  around  the 
world”  in  its  Scottsboro,  Ala., 
store  since  1 970,  jumped  into 
e-commerce  last  October. 

“It  has  been  absolutely  out  of 
control,”  says  Brock  Warner, 
senior  director  of  business 
development.  “We’re  typing  in 
information,  and  people  will 
buy  stuff  before  we  even  get  a 
picture  up  on  the  Web.”  While 
declining  to  provide  sales  or 
traffic  figures,  he  says  bargain 
hunters  in  45  states  have 
shopped  on  the  site.  Previously, 
UBC  sold  merchandise  only  to 
people  who  visited  its  store — 45 
miles  from  the  nearest  airport. 

UBC  never  lacks  inventory. 
Of  the  2  billion  bags  checked 
annually,  at  least  100,000  go 
astray.  Airlines  must  try  for  at 
least  90  days  to  match  passen¬ 
gers  and  bags;  after  that,  they 
settle  with  passengers  and  send 
mystery  luggage  to  the  UBC. 
The  same  goes  for  unclaimed 
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commercial  cargo — like  those 
rugby  shirts — and  for  forgotten 
carry-on  items. 

Both  the  store  and  the  site 
sell  jewelry,  artwork,  toys, 
books,  CDs,  sporting  goods, 
musical  instruments  and,  of 
course,  suitcases.  Online  prices 
range  from  kids’  shirts  for  $3 — 
the  lowest  profit-making  point 
for  an  online  sale,  Warner 
says — to  more  than  $3,300 
for  a  diamond  ring  or  an  origi¬ 
nal  painting.  Some  items  are 
new;  most  are  secondhand. 

All  sell  for  50  percent  to  80 
percent  off  retail. 

Except  for  jewelry,  there’s  no 
online-offline  overlap.  “If  you 


see  an  Ann  Taylor  dress  online, 
you  won’t  have  to  worry  about 
somebody  in  the  store  getting 
it  first,”  Warner  says.  What  if 
that  dress  was  yours  in  the 
first  place,  lost  when  your  bags 
never  made  it  back  from 
Chicago?  Tough  luck.  If  you  see 
it  on  UBC,  it’s  too  late  to  claim 
it.  If  you  still  want  it,  you’ll 
have  to  buy  it. 

In  unpacking  all  those  bags, 
UBC  staffers  have  found  some 
rare  and  just  plain  odd  items: 
signed  Salvador  Dali  prints, 
horse-hoof  protectors,  a 
Scottish  bagpiper’s  pouch 
and  an  F-l  fighter  plane  guid¬ 
ance  system.  -Anne  Stuart 


Life,  Liberty  and  the  Pursuit  of  Your 

Representative  Town  meeting  was  never  like  this.  E-the  People, 

www.e-thepeople.com,  is  a  Web  site  that  helps  people  find  their  elected  officials.  It  can 
even  comb  its  database  of  1 70,000  local,  state  and  federal  officials  in  over  7,800 
towns  and  cities  nationwide  and  come  up  with  the  names  of  politicians  most  closely 
associated  with  a  particular  issue,  such  as  antispam  legislation.  The  brainchild  of 
twentysomething  Yale  graduate  Alex  Sheshunoff,  E-the  People  makes  it  easy  to  send 
e-mail  to  the  right  person  for  the  right  issue,  and  the  Web  site  even  has  a  place  for 
groups  to  post  petitions  online  and  seek  signatures  and  support  through  e-mail. 

Unfortunately,  not  all  of  Sheshunoff's  ideas  are  quite  so  sensible:  To  make  the 
point  that  E-the  People  is  really  for  the  people,  Sheshunoff  is  touring  the  country  in  a 
bus  that  he  painted  to  look  like  a  giant  mailbox.  -Stacy  Hague 
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In  the  business  of  your  imagination,  information  flows  freely. 
Communication  is  clear.  And  integration  effortless.  CIBER  makes  it  reality. 
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|  INALLY,  THANKS  TO  THE  GEORGE 
Mason  Law  School  in  Arlington, 
Va.,  there’s  a  place  for  technology 
geeks  and  policy  wonks  to  get  together 
and  argue.  It’s  called  the  George  Mason 
University  Center  for  Technology  and 
Law,  and  it  was  created  as  a  place  to 
debate  the  many  policy  amendments  that 
are  necessary  to  deal  with  the  powers 
offered  by  new  technologies. 

Mark  F.  Grady,  dean  of  the  law 
school,  says  the  Center  for  Technology 
and  Law  will  sponsor  debates  between 
technology  developers  and  policy  mak¬ 
ers  in  an  effort  to  bring  critical  issues 
into  public  view  before  the  legislators 
have  their  say.  “The  policy-making 
process  is  broken  for  technology  issues 
because  developments  are  moving  too 
fast.  We  think  there’s  a  critical  need  for 
a  forum  where  the  two  sides  can  debate 
and  establish  a  frame  of  reference  for 
legislation.” 

Virginia  Gov.  Jim  Gilmore  announced 
plans  for  a  $1.5  million  grant  to  create 
the  center.  According  to 
Grady,  the  Center  for 
Technology  and  Law  will 
host  a  global  summit  on 
Internet  policy,  tentatively 
scheduled  for  October. 
Grady  hopes  to  attract  IT  industry  executives,  CIOs  and  legisla¬ 
tors  to  the  summit,  which  will  look  at  the  Internet’s  legal  and 
policy  issues  on  a  global  scale.  -Megan  Santosus 


Getting  to  Yes:  Mark  Grady 
brings  together  policy  wonks 
and  tech  geeks. 


Storm  Center 


Act  Globally,  Think 

Locally  The  Internet  may  be  global 

(see  "The  Worldlier,  Wider  Web,"  Page  30),  but 
the  Internet  Chamber  of  Commerce  (ICC)  is  not. 
At  least  not  yet. 

The  Denver-based  ICC  ( www.icc.org )  now 
caters  primarily  to  Colorado  businesses,  but  if 
Executive  Director  Terry  Freeman  has  his  way, 
the  ICC  will  soon  be  as  universal  as  the  medium 
where  its  members  try  to  make  their  livings. 

Founded  in  1 994,  the  ICC  has  grown  from 
about  a  dozen  paying  members  to  more  than 
300.  Many  members  are  Internet  entrepreneurs, 
ranging  from  self-employed  Web  designers  to 
executives  of  the  region's  largest  Internet  service 
providers.  Others  are  IT  or  business  managers. 
Still  others  represent  schools,  libraries,  research 
organizations  and  government  agencies. 

They  gather  every  few  weeks  at  a  Denver 
hotel  for  roundtable  discussions  and  work¬ 
shops.  But  the  most  popular  events  are  the  net¬ 
working  sessions. 

The  ICC  has  already  spun  off  satellite  organi¬ 
zations  in  Fort  Collins  and  Boulder,  and  Free¬ 
man  hopes  to  see  other  chapters  pop  up  across 
the  country.  Eventually  he  hopes  to  see  a  world¬ 
wide  business  community  online.  -Anne  Stuart 


Forewarned  Is  Forearmed 


Here  are  some  major  pre¬ 
dictions  for  1999  from  the 
crystal  ball  of  Frank  Gens, 
senior  vice  president  of  Inter¬ 
national  Data  Corp.'s  Internet 
Research.  Gens  has  had  a  70  percent 
hit  rate  over  the  past  three  years.  His 
predictions  in  full  are  available  on 
the  IDC  Web  site  at  www.idc.com. 

■  Online  spending  will  total  nearly 
a  trillion  dollars  by  2002. 

■  The  Web  will  become  even  more 
pervasive  as  more  than  3  million  Net 


TVs  will  be  installed  and  the  price 
range  of  PCs  drops  to  $400  to  $600. 
PCs  will  penetrate  more  than  half  of 
U.S.  homes. 

■  Disruptions  from  Y2K  will  be  as 
low  as  0.2  percent  for  business- 
critical  applications. 

■  Internet  usage  will  rocket  to  147 
million  users.  Men  will  become  the 
minority  on  the  Web. 

■  Yahoo  Inc.  will  partner  with  either 
Time  Warner  Inc.  or  CBS  Corp.; 


Microsoft  Corp.  will  purchase  a 
major  portal;  and  a  global  financial 
services  company  such  as  Citigroup 
Inc.  or  Wells  Fargo  &  Co.  will  buy 
E-trade  Securities  Inc. 

■  Artificially  high  values  for  Internet 
stocks  will  be  corrected. 

■  The  Internet  will  closely  mirror 
reality  in  who  shops  the  Internet 
and  where  they  live,  how  businesses 
succeed  on  the  Net  and  how 
Internet  stocks  are  valued  in  the 
market. 
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PHOTO  BY  WALTER  CALAHAN 


‘Estimated  reseller  price  for  models  390/2OU-7OU.  Actual  prices  may  vary,  mhz  denotes  microprocessor  internal  clock  speed  only;  other  factors  may  also  affect  application  performance. 
gb=1  billion  bytes  for  HDD  capacity.  PCs  referred  to  in  this  ad  include  an  operating  system.  IBM  product  names  are  trademarks  of  International  Business  Machines  Corporation.  Intel  Inside 
and  Pentium  are  registered  trademarks  and  MMX  is  a  trademark  of  Intel  Corporation.  ©1999  IBM  Corp.  All  rights  reserved. 
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$1,699  to  mobile  Pentium®  w/MMX™  3.2/4.3gb  hard  drive,  32/64mb  memory,  ThinkPad  390.  The  most  affordable  ThinkPad.  All  of 
$2,399*  technology  or  Pentium  II  integrated  floppy/cd, 12.1”  or  14.1"  TFT  the  essentials,  ready  for  company-wide  distribution. 

processor  233  to  266  mhz  display,  optional  10/100  EtherJet  card  www.ibm.com/thinkpad  or  80  0  426  7255,  ext.  5040 
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The  Go- 
Between 

With  its  directory  services ,  Commercelnc 
aims  to  bring  buyers  and  sellers  together 


BY  LOUISE  FICKEL 

WHEN  ALEXANDER  GRAHAM  BELL 

invented  the  telephone,  there  weren’t 
many  people  he  could  call.  Companies 
trying  to  do  business  on  the  Internet 
face  the  opposite  problem:  The 
prospect  of  finding  the  right  vendor, 
customer  or  business  partner  is  often 
overwhelming — even 

impossible — given  the  number  of  Web  sites. 

What  better  way  to  match  buyers  and  sellers 
on  the  Internet  than  with  an  online  directory? 

So  thought  Alan  Murray,  who  founded 
Lexington,  Ky.-based  Commercelnc  Corp.  in 
May  1998.  “The  Internet  looked  like  it  might 
be  a  good  tool  for  creating  and  managing  new 
engineering  teams,”  says  Murray,  Commerce- 
Inc’s  president  and  CEO.  Because  Murray  had 
numerous  years  of  experience  in  construction, 
he  zeroed  in  on  a  directory  for  the  construc¬ 
tion  industry. 

Murray  first  ventured  online  with  Con- 
structionNet  (www.constructionnet.net),  a  Web 
site  that  provides  geographic  listings  and  busi¬ 
ness  profiles  of  builders,  contractors  and  mate¬ 
rial  suppliers  throughout  the  United  States. 

Click  on  Texas,  for  example, 
and  you  can  drill 
down  to  a  list  of 
paint-related  com- 
mmm  panies  in  the  Dallas 

area.  Drill  deeper  through  the 
specialty  coatings  category,  and  you’ll  find  a 
profile  of  Integrity  Refinishing  Coatings  LLC, 
a  supplier  of  coatings  and  services  for  coun¬ 
tertops,  bathtubs  and  ceramic  tile. 

ConstructionNet’s  focus  on  a  specific  mar¬ 


ket  and  its  accessibility  to  a  wide  audi¬ 
ence  make  it  invaluable,  according  to 
Integrity  CFO  Robert  Rhea.  “We’re  in  a 
niche  business,  so  we  need  a  targeted 
response,”  Rhea  says.  “When  people 
look  at  us  on  ConstructionNet,  they 
know  exactly  what  we  do.”  Other  Con¬ 
structionNet  customers  agree.  “People 
can  find  us  when  they  need  to,”  says 
Wayne  Bennett,  president  of  Eckert  Fire 
Protection  Co.  in  Indianapolis.  Bennett, 
whose  company  installs  indoor  sprinkler 
systems  in  commercial  buildings,  says  he 
can  now  bid  on  jobs  more  effectively 
with  contractors  outside  the  Indianapolis 
area.  “Everything  is  competitively  bid  in 
this  business,”  says  Bennett.  “With  our 
listing,  contractors  outside  the  area  can 
find  us  when  they’re  looking  for  compa¬ 
nies  to  submit  bids.” 

The  experience  with  ConstructionNet 
convinced  Murray  to  broaden  his  cus¬ 
tomer  base.  In  June  1998  Murray  folded 
ConstructionNet  into  the  new  parent 
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EVERY  DAY  YOUR  COMPANY 


MAKES 


Frightening,  isn’t  it?  Decisions  that  seem 
correct  at  the  time  may  actually  be  based  on 
information  that’s  dated,  irrelevant  and 
unreliable.  In  other  words,  information  that’s 
wrong.  And  these  days,  as  you  begin  to  integrate 
your  supply  and  demand  chain,  you’re  more 
dependent  upon  the  quality,  reliability  and 
accuracy  of  that  information  than  ever  before. 

Fortunately,  you  have  help.  No  one  organizes 
data,  analyzes  it,  enhances  it  and  helps  you 


forecast  the  future  with  it  like  Dun  &  Bradstreet. 
We  have  the  largest  database  of  its  kind-one 
that  contains  information  on  more  than  50 
million  companies  worldwide-updated  more 
than  950,000  times  a  day. 

Our  information  cannot  only  help  you 
increase  your  purchasing  efficiency  and  determine 
creditworthiness,  it  can  help  you  predict  market 
demand  and  pinpoint  your  best  potential 
customers  as  well.  And  our  exclusive  D-U-N-S® 


Number  can  help  you  keep  it  all  organized. 

After  all,  in  business,  the  right  information  can 
mean  the  difference  between  profit  and  loss. 

To  learn  more  about  how  Dun  &  Bradstreet 
can  help  with  your  information  needs,  please  call 
us  at  1-800-513-8931,  or  visit  our  Web  site  at 
www.dnb.com. 


Dun  &  Bradstreet 
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tne  trie:  Inside  togo  and  Pentium  are  (eg  stared  trademarks  of  Intel  Corporation.  Published  TPC  results  as  of  November  2. 1998  TPC  and  TPC-C  are  registered  trademarks  of  Transacts 
Council.  Ccmpac  is  not  liable  for  pictorial  or  typographical  errors  In  this  advertisement.  All  other  products  are  trademarks  or  registered  trademarks  of  their  respective  companies. 


NETREPRENEURS 


company — Commercelnc — and  began 
reaching  out  to  small  businesses  offering 
a  host  of  services  and  products  encom¬ 
passing  real  estate,  insurance  and  man¬ 
ufacturing.  The 
Commercelnc 
Online  Directory 
lists  such  busi¬ 
nesses  and  has  a 
similar  organization  as  Construction- 
Net,  which  continues  to  operate  and  cur¬ 
rently  receives  1.5  million  page  views  per 
month  and  lists  about  60,000  businesses. 

As  with  ConstructionNet,  Commerce¬ 
lnc  offers  a  free  spot  on  its  directory  and 
builds  free  Web  sites  for  listed  companies. 
For  $14.95  per  month,  Commercelnc 
scans  three  photographs  on  a  company 
Web  site  and  moves  the  listing  out  of 
alphabetical  order  onto  the  first  page  of 
query  results.  For  $24.95  per  month,  a 
company  can  include  on  its  Web  site  fea¬ 
tures  such  as  a  shopping  cart  and  addi¬ 
tional  scanned  photos. 

The  monthly  fees  currently  generate 
about  90  percent  of  Commercelnc’s  rev¬ 


enues.  As  the  company  grows,  Murray 
expects  the  ratio  of  revenues  generated 
by  fees  will  drop  to  about  60  percent  by 
the  end  of  the  year.  Commercelnc  will 


derive  the  remaining  40  percent  of  rev¬ 
enues  from  advertising  and  alliances 
with  content  providers.  Meanwhile,  the 
number  of  requests  for  Web  sites  con¬ 
tinues  to  grow.  In  November  1998 
Commercelnc  created  about  4,000  new 
Web  sites  for  customers.  Within  a  year, 
Murray  expects  to  build  40,000  new 
sites  each  month.  What  began  as  a  15- 
person  startup  is  now  a  $1  million  com¬ 
pany  with  35  employees  and  hopes  of 
1999  revenues  of  more  than  $10  million. 

Not  everyone  was  sure  that  Com¬ 
mercelnc’s  move  into  a  broader  market 
was  wise.  John  Gaylor,  president  and 
CEO  of  Gaylor  Electric  in  Carmel,  Ind., 
thought  Commercelnc  should  remain 


focused  on  the  construction  industry.  Yet 
Commercelnc’s  new  approach  turned 
out  to  be  a  boon  for  Gaylor  Electric. 
“We’re  now  getting  hits  galore  on  our 

Web  site,”  says 
Gaylor,  who  attri- 
butes  the  surge 
in  traffic  to  Com¬ 
mercelnc’s — and 
its  customers’ — wider  exposure  via  a 
new  relationship  with  Dun  &  Bradstreet 
Inc.  One  recent  call  from  a  contractor 
working  on  10  stores  in  the  area  may 
soon  translate  into  $250,000  of  new 
business  for  the  electrical  construction 
company. 

That  Gaylor’s  company  is  now  receiv¬ 
ing  additional  exposure  on  the  Internet — 
and  new  leads  that  may  generate  even 
more  revenues — gets  to  the  heart  of 
Commercelnc’s  strategy.  Indeed,  part  of 
Murray’s  plan  in  moving  beyond  the 
world  of  construction  involves  develop¬ 
ing  comarketing  relationships  with 
online  content  providers.  Under  a  deal 
inked  in  September  1998,  Commercelnc 


Commercelnc  can  build  a  directory  once, 
yet  market  and  sell  it  to  multiple  customers 


licensed  Dun  &  Bradstreet’s  database  in 
order  to  build  customized  “private  label” 
directories  for  content  providers  that 
want  to  give  customers  access  to  detailed 
information  about  potential  vendors, 
customers  and  partners.  Commercelnc 
builds  a  customized  directory  for  content 
providers  with  the  look  and  feel  of  that 
provider’s  existing  Web  site.  Visitors  to 
the  provider  Web  site  can  then  access  the 
directory  at  no  cost.  Of  course,  visitors 
can  also  pay  to  drill  down  to  a  series  of 
business  reports  available  from  Dun  & 
Bradstreet,  such  as  an  $89  supplier  eval¬ 
uation  report  that  includes  a  credit  risk 
rating  for  potential  suppliers. 

Murray  recognizes  that  a  directory  is 
only  as  good  as  its  content.  Dun  &  Brad- 
street  compiles  information  annually 
from  more  than  50  million  American  and 
foreign  companies,  updating  and  adding 
an  average  of  950,000  pieces  of  infor¬ 
mation  daily  including  payment  histories, 
pending  lawsuits  and  government  filings. 

That  is  the  kind  of  information 
that  readers  of  BusinessWeek  Online 


( www.businessweek.com )  like  to  see, 
according  to  Senior  Editor  Rick  Green. 
After  BusinessWeek  signed  on  as  a  part¬ 
ner  with  Commercelnc  in  November 
1998,  readers  quickly  responded  with 
positive  e-mail  messages.  Although 
BusinessWeek  has  similar  arrangements 
with  other  directory  services,  there  is  an 
important  difference.  “The  authority  of 
the  Dun  &  Bradstreet  name  is  unique,” 
says  Green.  “Our  readers  now  have 
access  to  information  that  they  otherwise 
wouldn’t  be  able  to  get,  and  they’re  get¬ 
ting  it  for  free.”  Commercelnc  splits 
advertising  revenues  with  BusinessWeek. 

Murray’s  decision  to  develop  Com¬ 
mercelnc  from  the  ground  up  as  an 
Internet  business  was  a  smart  move, 
according  to  Lisa  Allen,  senior  analyst 
at  Forrester  Research  Inc.  in  Cambridge, 
Mass.  Building  an  effective  Web-based 
service  requires  more  than  simply  taking 
a  directory  and  slapping  it  online,  says 
Allen.  Print  publishers  who  aren’t  famil¬ 
iar  with  the  Internet  can  let  Commerce¬ 
lnc  handle  the  directory  and  instead 


focus  on  churning  out  compelling  con¬ 
tent.  In  the  long  run,  the  cobranding 
strategy  should  pay  off,  Allen  believes, 
because  Commercelnc  can  build  a  direc¬ 
tory  once,  yet  market  and  sell  it  to  mul¬ 
tiple  customers. 

Investors  are  also  bullish  on  Com¬ 
mercelnc.  “We’re  normally  gun-shy  of 
investing  in  the  Internet,  but  we  were 
struck  by  Commercelnc’s  farsighted  view 
of  the  world,”  says  William  Denslow 
Jr.,  managing  director  at  Penny  Lane 
Advisors  Inc.,  an  investment  firm  in  New 
York  City.  Denslow,  whose  company 
invested  $1  million  in  November,  says 
that  Penny  Lane  typically  funds  only  1 
out  of  every  100  business  plans.  “Once 
you  get  past  the  technology,  you’re  bet¬ 
ting  on  the  management.  All  of  Alan 
Murray’s  previous  employers  have  in¬ 
vested  in  Commercelnc.  And  that  speaks 
louder  than  any  recommendation.  ”  EE1 

Louise  Fickel,  a  freelance  writer  based 
in  Yellow  Springs,  Ohio,  can  be  reached 
at  RiceKid@ix.netcom.com. 
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find  quite  futuristic.  For  a  closer  look 
at  the  server  of  tomorrow  today,  just 
call  1-800-AT-COMPAQ.  Or  visit  us  on  the  Web 
at  www.compaq.com/rocket. 


pentium®|T 

■  processor  -Ul 


g>eeiin!, 

Compaq  pl 


That  could  be  arranged.  Just  ask  the  TPC,  the  independent  authority  on  industry 
benchmarks.  They’ve  recently  deemed  the  Compaq 
ProLiant  3000  the  fastest  departmental  server  in 

the  entire  universe.  It  will 
let  you  work  74%  faster 
than  other  servers  like  the 
HP9000  model  D370, 
yet  it  costs  you  73  %  less. 

More  for  less.  That’s  a 
concept  we 
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Better  answersr 


CONTENT  THAT  KEEPS  VISITORS  COMING  BACK 


THE  MAIN  ATTRACTION 


Measure  Your 
WATtage 


Does  your  organization  pass  the  Web 
Achievement  Test ?  Take  it  and  find  out. 


\ 


BY  SCOTT  KIRSNER 


Building  a  web  presence  is  a  200-mile-an-hour  job. 

But  unlike  the  Indianapolis  500,  you  never  get  to  the  check¬ 
ered  flag.  When  you’re  not  adding  new  content  or  features, 
you’re  maintaining  existing  stuff  or  revamping  the  whole  thing 
altogether.  It  just  never  ends. 

I’m  asking  you  to  pull  into  the  pit  stop  for  a  few  min¬ 
utes  and  take  a  good,  hard  look  at  how  much  you’ve 
achieved  so  far  and  possibly  identify  some  parts  that 
need  replacing. 

Why?  “You  need  a  continuous  improvement 
mentality  with  your  Web  site,”  says  Ken  Smith, 
director  of  online  retail  and  distribution  strategies 
at  Mainspring  Communications  Inc.,  a  Cambridge, 

Mass.,  research  firm.  “This  is  not  yet  a  mature  indus¬ 
try.  We’re  still  learning  about  consumer  buying 
behavior.  Design  and  technology  are  still  evolving. 

You  need  to  devote  a  substantial  amount  of  energy 
to  keeping  pace  with  those  changes.”  (See  “Good 
Working  Order,”  CIO  Section  2,  Feb.  1,  1999,  or 
www.cio.com/arcbive/webbusiness/020199_main.html.) 

So  I’ve  put  together  the  following  exam.  Before  devis¬ 
ing  the  questions,  I  spoke  with  a  handful  of  designers, 
content  developers 
and  analysts  to  find 
out  how  they  gauge 
a  site’s  effectiveness: 
where  it’s  strong 
and  where  it  needs 
improvement.  (One  of 
them,  Terry  Swack  of 
TSDesign  in  Boston, 
has  already  developed 
her  own  diagnostic, 
called  the  User  Ex¬ 
perience  Audit,  for  mea¬ 
suring  a  site’s  usefulness  and 
usability.)  Nearly  all  the  people  I 
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consulted  posed  two  open-ended  strate¬ 
gic  questions.  They  are  the  essay  portion 
of  our  test.  (If  you  haven’t  addressed 
these  first,  don’t  even  bother  with  the 
multiple-choice  section,  which  focuses 
on  more  tactical  matters.) 

1 .  Can  you  clearly  articulate  the  value 
your  site  provides  to  the  user? 

2.  Is  your  Web  site  integrated  with  the 
rest  of  your  business? 

These  are  not  simple  yes  or  no  ques¬ 
tions  but  topics  for  debate.  “If  you’re 
investing  in  the  Web,  what  are  you  doing 
to  improve  service  to  consumers,  make 
their  lives  easier,  give  them  more  options 
or  deliver  a  more  personalized  experi¬ 
ence?”  asks  Tom  Cunniff,  president  and 
chief  creative  officer  at  Brandscape  Inc., 
a  Web  consultancy  in  New  York  City. 
With  regard  to  question  number  2,  he 
points  out  that  in  too  many 
organizations,  the  Web 
team  is  just  “hanging 
out  there — it’s  not 
part  of  the  fam¬ 
ily  tree.”  Have 
the  marketing, 
sales  and  HR 
departments  at 
your  company 
embraced  the 
Web  site?  In 
what  ways  do 
you  work  to¬ 
gether?  What  ob¬ 
jectives  do  you  share? 
Both  of  those  “big  pic¬ 
ture”  questions  need  to  be  ad¬ 
dressed  continually.  The  mo¬ 
ment  you  stop  asking  them  is  the 
moment  you  stop  being  relevant 
to  your  users  and  your  organization 
as  a  whole. 

Now,  on  to  the  tactical  part.  Some 
of  these  questions  (such  as  numbers 
1,  6  and  1 1 )  might  best  be  answered 
by  an  outsider — someone  who  doesn’t 
work  on  your  Web  team,  or  even 
work  for  your  company.  Be  honest 
with  the  rest  of  the  questions.  Give 
yourself  10  points  to  start,  just  for 
reading  CIO  WebBusiness. 

http://webbusiness.cio.com 
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provides  the  next-generation  digital  connection  between  Interpath®  and  your  business,  including  transport 
and  core-switching  technologies. 


THE  MAIN  ATTRACTION 


Web  Achievement  Test 

.  •  _ 


Menus 

Your  home  page  has  tof 

□  One  obvious  main  menu  or 

^  ^'evemUmas'e^er  a  set  of  selections 

(-1  point) 

Real-world  fo,  users  to 

hndyour'real-world  address  and  phone 

□  None:  They're  on  the  home  page.  1+2) 

□  One  or  two  (+1  Poir^ 

□  Three  (0  points) 

□  Four  or  more  (-1  point) 

Finding  stuff 

^  every  page,  and  ymrr  search  engine 

understands  Boolean  queries 
(+1  point) 

pages  and  offers  an  index  or  sit 

□  Has^a  search  engine,  but  it's  not 

engine  doesfft  understand  Boolean 

□  S^englneorsffe 

map  points) 

Account  access 

Your  company  account 

“SsSss- 

(+2  points) 

°oC;  company  b,provid^a 

(+1  point)  . 

□  Neither  of  the  above  (-1  Pom 


‘9 

,ints:  Perfection 
B  points:  Excellent 
3  points:  Pretty  spiffy 

9  points:  Needs  improvement 

l  points:  Asleep  at  the  wheel 


Response  time  through 

"XS5-**— 

(not  automated)  respon  ,s 

□  On  the  same  business  u  y 

received  (+2  points) 

□  Within  24  hours  (+1  pom  ) 

□  Within  5  business  days  W  points! 

□  Whenever  you  get  around  to  it 
(-2  points) 

Fromon^age  to  the  next, 

°==SSI“S 

be  confusing  (-1  P0,nt) 

tto 

SSsT; sh: 

pa)t  of  the  product  info  section 
(+1  point) 

□  You  frequently  must  add  new 

=£25» 

□  WhaTnew  content?  (-2  points) 

Sifo'createnewpagesorgrapb- 

Web  team  (-1  Point^ 

□  Just  wing  it  (-2  Points^ 


S^ofyour^o-^ 

Q  See  a  "Buy  Now  link  °h  V  o 

product-oriented  page.  ^ 

your  checkout  area  (+2  points) 

y  u_.,„oca|Ps  representative 


your  retail  '0Cdl,u,,J~' ntative 

V,o  have  a  sales  representative 

purposes  only  1-1  P°'"« 

Your^Web  team  has^access  to^  ^ 

a  *e«affic  and  other  business-based 
metrics  (like  leads  or  revenue 

generated)  (+1  PO'htt 

sssr-sss 

productive  (-1  Point) 

Repeat  visits 

^Bssr 

want  to  return  (+1  Point) 

□  None  of  the  above  (-1  point) 

Promotion 

□  Doermore  than  ^ 

advertises  online  in  atarge^^^ 

:„Cages«her  sites  and  customers 

to  link  to  you  and  provides 

information  about  doing  so,  has 

toWeb  URL  in  all  company  printed 

matter  (+2  points) 

□  Does  at  least  two  of  the  abov 

□  Does  just  one  of  the  above 

0rs.«— 


I’m  curious  to  see  your  scores  and  your  responses  to  the  two 
essay  questions.  Come  to  www.cio.com/ 'quiz  to  take  the  auto¬ 
matically  scored  quiz. 


Boston-based  Writer  Scott  Kirsner  got  a  perfect  200  on  his  SATs. 
He  can  be  reached  at  kirsner@worldnet.att.net. 
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In  the  uphill  battle  to  January 
2000,  the  strong  will  survive.  But 
the  strongest  won't  stop  there. 
They'll  keep  striving  upwards  to 
the  next  challenge,  and  the  next. 
Because  they  know  with  each  new 
problem  -  from  compliance  to 
contingency  planning  to  change 
management  -  comes  a  tremendous 
opportunity  to  take  their  enterprises 
to  a  new  level. 

They  also  know  where  to  turn  for  the 
source  of  strength.  Millennia  HI. 

Not  just  solutions  for  Y2K. 
Solutions  with  a  future. 

We're  the  premier  provider  of 
comprehensive,  integrated  solutions 
for  Y2K  and  beyond.  We  don't  just 
help  you  survive  problems.  We 
make  sure  you  gain  momentum 
with  every  step  of  your  ascent. 

What  peaks  can  we  help 
you  conquer? 

Y2K  compliance?  C0NVERSI0N2000™, 
our  industry-acclaimed,  end-to-end 
process,  is  your  proven  path  to 
surmounting  any  and  all  aspects 
of  the  Y2K  challenge. 

Distributed  systems  Y2K  risks? 
Millennia  Ill's  LINK2000™  delivers 
Y2K  compliance  while  laying  the 
foundation  for  effective  distributed 
systems  management  beyond  2000. 


UNK2000™  -  Combines  five  critical 
system  management  disciplines  to 
solve  Y2K  problems  in  distributed 
systems  while  acting  as  the  basis 
for  effective  distributed  systems 
management  beyond  2000. 

50S2000™  -  Customized 
contingency  planning  solutions 
for  all  dimensions  of  the  Y2K 
problem  to  ensure  a  business 
will  be  operational  before,  during 
and  after  2000. 


Contingency  planning?  Whether 
focused  on  IT,  value  chain  or 
business  infrastructure,  our 
S0S2000™  service  ensures  you 
have  the  plans  in  place  to 
deal  with  Y2K  or  any  crisis 
your  organization  may  face. 

Proving  your  compliance? 

Our  TEST2000™  service  includes 
both  end-to-end  testing  and 
Independent  Validation  & 
Verification  (IV&V),  designed 
to  ensure  that  what  you've 
changed  works  as  expected. 

Project  or  program  reviews? 

To  make  sure  your  Y2K  project 
is  headed  in  the  right  direction, 
our  AUDIT2000™  service 
identifies  project  risk  areas 
and  recommends  how  to 
mitigate  those  risks. 

The  Y2K  challenge  isn't  about 
mountains  of  code.  It's  about 
securing  your  enterprise's  future 
by  constantly  reaching  higher. 

If  you're  ready  to  scale  new 
heights,  come  climb  with  us. 
Because  for  the  strongest,  there's 
really  only  one  way  to  go.  Up. 

Call  us  today: 

U.S.  -  1-888-522-3908 
U.K. -+44(0)1932  339  100 
Or  visit  our  website  at: 

www.miUennia3.com 


TEST2000™  -  End-to-end  testing 
process  and/or  IV&V  services 
designed  to  ensure  changes  work 
as  expected  when  2000  hits,  while 
improving  your  overall  testing 
process. 

AUDIT2000™  -  Enterprise-level 
evaluation  of  an  organization's 
existing  Y2K  status  with  an  emphasis 
on  IT  risks  but  including  supply 
chain,  customer  and  business 
infrastructure  assessments. 


The  Web  is  reaching  an  increasing 

number  of  people  worldwide. 
Your  Web  strategy  had  better  follow  suit. 
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ILLUSTRATIONS  BY  SCOTT  GALLEY 


THE  GLOBAL  ENTERPRISE 


Nearly  five  years  after  the  birth  of  the  com¬ 
mercial  browser,  the  World  Wide  Web  is  beginning  to  live 
up  to  its  name  by  becoming  decidedly  more  worldwide. 
More  than  200  countries  are  connected  to  the  Internet. 


Reader  ROI 

THE  WORLD  WIDE  WEB  ISN'T 

as  universal  as  its  name  implies. 

In  this  story  learn 

►  How  companies  manage 
their  global  Web  efforts 

►  Where  Web  access  falls  short 

►  Which  countries  U.S.  compa¬ 
nies  should  target  for  online 
business 


Search  the  Web  and  you  can  find 
sites  ranging  from  Azerbaijan’s  pres¬ 
ident’s  home  page  to  Zimbabwe’s 
first  Internet  cafe.  But  what  does 
that  breadth  of  connectivity  mean 
for  a  business  that 
wants  to  use  the  Web 
to  reach  customers, 
suppliers  or  distribu¬ 
tors?  When  does  a 
Web  strategy  need  to 
become  a  worldwide 
Web  strategy? 

To  answer  that 
question,  it  helps  to 
put  the  spread  of  the 
Internet  into  perspec¬ 
tive.  The  International 
Telecommunications 
Union  (ITU)  in  Geneva  paints  this  pic¬ 
ture:  The  6  billion  people  on  this  plan¬ 
et  are  spread  out  over  about  a  billion 
households.  More  than  half  of  those 
households  do  not  have  a  telephone, 
let  alone  a  personal  computer.  World¬ 
wide,  the  ITU  estimates  that  150  mil¬ 
lion  individuals  can  access  the  Inter¬ 


net — just  about  2.5  percent  of  the 
population.  Michael  L.  Dertouzos, 
director  of  MIT’s  Laboratory  for 
Computer  Science  in  Cambridge, 
Mass.,  believes  that  number  is  smaller, 
closer  to  1.5  percent  of  the  popula¬ 
tion.  “That  [1.5  percent]  is  almost 
entirely  in  the  industrial  wealthy 
nations,”  says  Dertouzos,  author  of 
What  Will  Be:  How  the  New  World 
of  Information  Will  Change  Our 
Lives  (Harper,  San  Francisco,  1997). 

Uneven  Access 

Yet  even  within  industrialized 
nations,  the  level  of  Internet  access 
varies  widely,  due  in  part  to  price,  PC 
penetration  and  infrastructure.  For 
example,  in  Germany  there  is  no  flat 
rate  for  local  telephone  calls.  So  20 
hours  of  off-peak  Internet  access  per 
month  costs  about  $75  in  Germany, 
with  about  $40  for  phone  charges, 
according  to  the  Organisation  for 
Economic  Cooperation  and  Develop¬ 
ment  (OECD),  an  economic  and 
social  policy  group  based  in  Paris. 
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It’s  Quick  And  Easy  To  Develop 
Your  Winning  Solutions. 


Whether  it’s  a  state-of-the-art  Web  application  built  with 
Jasmine,  or  a  business-critical  Unicenter  TNG  intelligent 
agent,  CA  has  all  the  tools  you  need  to  build  your 
winning  solution. 

The  Unicenter  TNG®  Framework™  and  Jasmine 
Developer  Edition  can  save  you  years  of  development 
time.  They  provide  an  instant  foundation  for  virtually  any 
kind  of  application  you  need,  complete  with  common 
services  and  multimedia  support. 


Computer 
Associates 

Software 
Achievement 
Awards 


(Mm 


If  you  missed  out  on  last  year’s  action,  here’s  your 
chance  to  grab  some  limelight — all  just  for  doing 
something  you  love:  developing  software!  Due  to  the 
overwhelming  response  of  last  year’s  contest,  CA’s 
Software  Achievement  Awards  are  back  and  better 
than  ever.  Now  open  to  applications  developed  with 
Unicenter  TNG®  or  Jasmine®,  the  Software  Achievement 
Awards  represent  a  unique  opportunity  to  recognize  the 
best  and  the  brightest  our  industry  has  to  offer. 


Big  Prizes. 


Here’s  a  rare  chance 
to  show  off  your 
skills  as  you  gain 
worldwide  recogni¬ 
tion  as  one  of  the 
best  developers 
around.  And,  as  if 
that’s  not  enough, 
each  winner  also 
receives  $100,000*  of  CA  software!  What’s  more,  a 
single  Grand  Prize  Winner**  will  receive  a  $100,000 
check  made  out  to  their  favorite  charity. 


1998  Grand  Prize  Winner.  HP  TopTools. 


Who  Can  Enter? 


Whether  you  are  an 
employee  of  an  ISV,  a 
CA  Business  Partner®,  a 
CA  client,  or  a  consultant 
working  from  your  home — 
no  matter  who  you  are 
(except  CA  employees  and 
their  families  of  course), 
you’re  welcome  to  enter. 

No  Purchase  Required! 


^Million 

°&ars  in 


Enter  As  Often  As  You  Like  In 
One  Or  All  Ten  Categories. 


frizes! 


Are  you  a  security  expert?  An  Internet  addict? 

A  specialist  in  intelligent  agents?  Or  perhaps 
you  have  a  new  idea  that’s  totally  outside  of 
what  you  do  9-5.  Maybe  it’s  something  you’ve 
always  wanted  to  write.  Something  very  different 
than  your  traditional  IT  applications.  Or  even 
something  that  makes  the  world  a  little  bit  better 
place.  No  matter  what  kind  of  application  or 
agent  you  want  to  create,  this  contest  gives  you 
a  chance  to  do  what  you  do  best — with  an 
opportunity  for  recognition  and  reward! 


All  contest  entrants  are  eligible  to  receive 
these  FREE  CDs:  Unicenter  TNG  Framework, 
Unicenter  TNG  Software  Development  Kit  (SDK), 
and  Jasmine  Developer  Edition.  Use  any  or  all  of 
them  to  develop  what  may  be  the  winning  entry! 


Software  Achievement  Awards 

1 .  Most  Humanitarian  Jasmine  Application 

2.  Most  Creative  Jasmine  Application 


a 


3.  Greatest  Jasmine  Business  Ben 

4.  Best  Unicenter  TNG  Neugents™  Te 

5.  Best  Unicenter  TNG  IT  Intelligent  Agent 

6.  Best  Unicenter  TNG  Internet  Technology 

7.  Best  Unicenter  TNG  Non-IT  Device 

8.  Best  Unicenter  TNG  Application  Agent 

9.  Most  Creative  Unicenter  TNG  Application 

1 0.  Greatest  Unicenter  TNG  Business  Benefit 

d  Prize  Winner 


So  What  Are  You  Watting  For? 


The  opportunity  of  a  lifetime  awaits  you.  A  distin¬ 
guished  group  of  industry  experts  will  judge  all 
entries  and  choose  the  winners.  Individual  category 
winners  will  be  announced  July  1 , 1 999.  The  Grand 
Prize  Winner  will  be  announced  at  CA-World  1999, 

July  18-23  in  New  Orleans.  Don’t  delay — the 
contest  deadline  is  April  30, 1999. 

For  a  1999  Entry  Application,  visit 

www.cai.com/award 
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Software  superior  by  design. 


©1 999  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1 788-7000.  All  product  names  referenced  herein  are  trademarks  of  their  respective  companies.  *CA  Business  Partner  winners  receive  $1 00,000  in  Marketing 
Development  Funds.  "Grand  Prize  Winner  also  receives  VIP  Promotional  Package  including  joint  advertising  advertorial,  logo  usage,  and  Web  linkage  privileges.  For  complete  contest  rules,  please  visit  www.cai.com/award. 
Printed  in  the  U.S.A. 
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Number  of  Internet  hosts:  23.5  million 
Rank:  1 

Hosts  per  capita:  88.9 
Rank:  5 

Number  of  Internet  users:  56  million 
Personal  computers  per  100  inhabitants:  40.6 
Cost  of  20  hours  of  off-peak  dial-up  access:  $40.50 
(includes  local  phone  charges) 

Of  note:  In  2001  Forrester  Research  expects  the  United 
States  to  continue  to  lead  Europe  in  online  penetration, 
with  34  percent  of  the  U.S.  population  connected,  com¬ 
pared  with  13  percent  in  Europe. 


Where  to  Target 

Understanding  country-to-country  variability  can  help  a  busi¬ 
ness  prioritize  its  efforts.  In  western  Europe,  for  example, 
Forrester  Research’s  Don  DePalma  puts  Germany  and  the 
United  Kingdom  at  the  top  of  the  list  of  countries  to  target 
with  a  Web  effort.  Those  countries  already  deliver  close  to 
half  of  western  Europe’s  online  revenues.  “If  you’re  selling 
something  that  is  of  interest  to  Germans  or  northern 
Europeans,  the  time  to  offer  that  content  is  now,”  De  Palma 
says.  France,  Italy,  Spain,  Austria  and  Ireland  will  take  a  few 
more  years  to  heat  up,  he  says.  In  eastern  Europe,  Poland,  the 
Czech  Republic,  Hungary  and  Slovenia  are  among  the  more 
interesting  countries  to  consider  since  they  have  quickly  moved 
to  more  open  economies. 

In  Asia,  De  Palma  says,  Hong  Kong  is  an  obvious  choice 
because  of  its  fiber-optic-rich  telecommunications  infra¬ 
structure  and  because  it  is  a  mecca  for  multinational  banks, 
investment  houses  and  other  corporate  headquarters. 
Singapore  and  Malaysia  have  both  courted  investment  from 
high-tech  companies,  while  Japan,  Korea  and  Taiwan  are  part 
of  the  global  economy.  In  Australia,  the  big  coastal  cities  such 
as  Sydney  and  Melbourne  will  also  be  strong  centers  for  Web 
activity.  Meanwhile,  in  Latin  America,  Brazil  commands 
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Number  of  Internet  hosts:  161,779 
Rank:  21 

Hosts  per  capita:  3.82 
Rank:  57 

Number  of  Internet  users:  905,960 
Personal  computers  per  100  inhabitants:  4.15 


Compare  that  with  the  United  States,  where  such  access  costs 
roughly  $40  per  month,  with  $20  of  that  for  phone  charges. 
In  Denmark,  the  ITU  says,  there  are  about  36  personal  com¬ 
puters  for  every  100  Danes;  it  is  no  surprise  that  Denmark  has 
a  higher  Internet  penetration  than  Italy,  where  there  are  only 
around  11  personal  computers  for  every  100  Italians. 
Countries  that  have  more  advanced  telecommunications  infras¬ 
tructures  will  also  likely  have  faster  and  more  reliable  Internet 
access.  In  Greece,  according  to  the  ITU,  only  about  half  of 
the  network  is  digitized,  compared  with  100  percent  dig-  „ 
itization  in  highly  wired  Finland. 

As  telecommunications  deregulation  takes  hold  in 
Europe  over  the  next  few  years,  prices  should  drop  and 
infrastructure  should  improve,  according  to  Cambridge, 
Mass. -based  Forrester  Research  Inc.  And  globally  by 
mid-1999,  PricewaterhouseCoopers  predicts  that 
countries  outside  North  America  will  be  home  to 
more  than  half  the  world’s  Internet  users.  Even  so, 
Forrester  says,  U.S. -headquartered  companies  that  have 
a  global  presence  physically  have  been  slow  to  roll  out  a 
global  presence  on  the  Web.  Of  the  50  companies  Forrester 
interviewed  for  its  “Strategies  for  Global  Sites”  report,  62  per¬ 
cent  of  respondents  said  they  had  no  plans  to  support  lan¬ 
guages  other  than  English  on  their  Web  sites.  Among  the 
major  issues  companies  encounter  in  globalizing  their  sites, 
organizational  problems  are  experienced  by  56  percent  and 
managing  content  proves  difficult  for  25  percent. 
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Cost  of  unlimited  dial-up  access:  Approximately  $16 
(does  not  include  local  telephone  charges,  which  are 
assessed  by  3-minute  units  at  a  maximum 
of  32  cents  per  unit) 

Of  note:  South  Africa  does  not  have  a  monopoly  on 
ISPs,  according  to  BMI-TechKnowledge;  there  are  more 
than  90  ISPs  in  the  country,  the  most  of  any  country  on 
the  continent 
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more  a  question  of  time  and  coordination.  The  company’s 
public  Web  site  already  has  country-specific,  translated  infor¬ 
mation  for  five  countries  in  Latin  America.  It  will  take  until 
the  third  quarter  of  this  year  for  Goodyear  to  post  similar 
information  for  Europe.  That’s  not  because  of  lack  of  inter¬ 
est — marketing  groups  from  the  United  Kingdom  to  Indonesia 
are  clamoring  for  local  content.  “Everybody  just  woke  up,” 
says  Pam  Bertino,  Goodyear’s  Web  site  operations  manager 
at  company  headquarters  in  Akron,  Ohio.  But  it  takes  time 
to  make  sure  that  the  non-U. S.  Web  content  matches 
Goodyear’s  corporate  Web  standards  for  look  and  feel  and 
technology.  Germany,  for  example,  put  up  its  own  Web  site, 
which  later  had  to  be  modified  to  look  like  the  corporate  site. 
To  get  the  other  European  countries  on  the  same  page  before 
they  launched  their  sites,  Bertino  flew  to  Frankfurt  last  year 
to  discuss  Goodyear’s  Web  content  policies  with  public  rela¬ 
tions  and  marketing  reps  from  several  countries.  Back  on 
home  soil,  Bertino  talks  on  the  phone  with  the  Web  folks  in 
Europe  every  day.  “It  is  slower  to  have  things  coordinated 
and  controlled,”  she  says.  But  economies  of  scale  make  coor¬ 
dination  worth  the  effort.  The  European  countries  will  cut 
down  on  development  costs  by  sharing  page  templates,  and 
they  can  host  their  pages  on  servers  in  Akron,  a  less  expensive 
option  than  having  to  pay  local  host  companies. 

Dell  Computer  Corp.,  which  now  has  more  than  40 
country-specific,  fully  translated  Web  stores,  pairs  its  Web  pri¬ 
orities  with  its  business  priorities.  Its  strategy  is  to  roll  out  new 


attention,  says  Annika  Alford,  a  research  manager  for 
International  Data  Corp.,  Latin  America,  in  Mountain 
View,  Calif.  (IDC  is  a  sister  company  of  CIO  Communi¬ 
cations  Inc.)  In  spite  of  Brazil’s  high  cost  of  local  telecom 
service  and  the  low  availability  of  telephone  lines  in  rural 
areas,  the  country  is  home  to  half  of  the  region’s  Internet 
users — more  than  2  million  in  1998,  and  this  number  is 
projected  to  grow  to  3.5  million  this  year,  Alford  says. 
Brazil  also  has  more  than  600  Internet  service  providers, 
making  for  a  competitive  market. 


Going  Global 

Avis  Europe  PLC  is  one  company  taking  advantage  of  the  Web’s 
proliferation  as  much  as  it  can.  The  company  has  developed  an 
extranet,  using  software  from  Ottawa-based  Simware  Inc.,  to 
allow  licensees  in  far-flung  locales  to  connect  to  Wizard,  its  main¬ 
frame-based  car  rental  reservation  system,  says  John 

Saunders,  direc¬ 
tor  of  business 
systems,  mar- 
keting  and 
sales  at  Avis 
Europe.  Small 
licensee  offices 
in  countries 
like  Kenya 
and  Russia 


Number  of  Internet  hosts:  170,280 
Rank:  19 

Hosts  per  capita:  1.04 
Rank:  85 

Number  of  Internet  users:  2  million-plus 
Personal  computers  per  100  inhabitants:  2.62 
Cost  of  22  hours  of  dial-up  access:  $52.71  (includes  local 
phone  charges) 

Of  note:  In  Brazil,  according  to  IDC,  many  business  Internet 
users  rely  on  dial-up  access  because  there  is  such  a  long 
waiting  list  for  dedicated  lines. 


used  to  rely  on  faxes  and  telexes  to  communicate  with  Avis 
Europe’s  Bracknell,  England-based  headquarters  because  they 
don’t  do  enough  business  to  merit  adding  them  to  the  corporate 
wide  area  network.  Now  all  the  licensees  need  to  do  is  install  a 
browser  on  a  PC  (Avis  often  sends  reps  to  the  field  to  help  them 
get  set  up)  and  arrange  for  dial-up  Internet  service  from  a  local 
provider.  Avis  Europe  has  already  opened  the  extranet  to 
licensees  in  35  countries  across  Africa,  Asia  and  Central  Europe. 
As  government  restrictions  around  the  world  disappear,  Avis 
will  add  more  locales  to  its  extranet. 

At  The  Goodyear  Tire  &  Rubber  Co.,  the  staggered  roll¬ 
out  of  its  global  Web  strategy  is  less  a  question  of  access  and 


Number  of  Internet  hosts:  1.2  million 
Rank:  5 

Hosts  per  capita:  14.9 
Rank:  29 

Number  of  Internet  users:  10.8  million 
Personal  computers  per  100  inhabitants:  25.5 
Cost  of  20  hours  of  off-peak  dial-up  access:  $74.61 
(includes  local  phone  charges) 

Of  note:  Some  German  Internet  users  made  headlines 
in  late  1998  by  staging  a  "strike"  to  protest  high  telecom¬ 
munications  costs. 
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Senior  Writer  Sari  Kalin  can  be  reached  at  skalin@cio.com. 


Look  to  the  Past 

When  will  the  Internet  have-nots  catch  up  to  the  Internet 
haves?  Ben  Pettrazini,  a  telecom  analyst  at  the  ITU,  says  a 


Number 


hosts:  786,580 


|  Hosts^per  capita:  42.7 

>  Rank:  1 1 

Personal  computers  per  100  inhabitants:  36.1 

is 

Number  of  Internet  users:  2.4  million 
Cost  of  20  hours  of  off-peak  dial-up  access:  $40.70 
(includes  local  phone  charges) 

Of  note:  From  August  1997  to  August  1998,  about 
425,000  Australians  bought  goods  or  services  over  the 
Internet,  according  to  the  Australian  Bureau  of  Statistics. 
Nearly  70  percent  of  those  goods  and  services  were  sourced 
from  outside  Australia. 


country-specific  Web  stores  when  it  launches  marketing  and 
manufacturing  operations  in  a  region.  About  one-fifth  of 
Web  sales  now  come  from  outside  the  United  States.  That’s 
a  bit  lower  than  the  amount  the  company  does  outside  the 
United  States  through  its  other  channels,  including  its  own 
sales  force.  “The  United  States  had  a  head  start  in  online 
business,”  says  Richard  Owen,  vice  president  of  Dell 
Online  in  Round  Rock,  Texas.  “Because  of  the  head  start 
and  because  of  the  [differences  ]  in  technology,  everyone 
else  is  playing  catchup.” 


Number  of  Internet  hosts:  22,385 
Rank:  39 

Hosts  per  capita:  .0183 
Rank:  164 

Personal  computers  per  100  inhabitants:  .59 
Number  of  Internet  users:  1.4  million 
Cost  for  dial-up  access:  In  1998  costs  ranged  from  $6 
per  month  for  3  hours  of  access  to  $36  a  month  for 
unlimited  access,  not  including  local  phone  charges. 

Of  note:  While  IDC  expects  the  number  of  Internet  users 
to  grow  to  9.4  million  in  2002,  Chinese  users  won't  have  the 
spending  power  of  those  in  countries  such  as  Hong  Kong, 
Singapore,  Australia  and  South  Korea,  resulting  in  corre¬ 
spondingly  lower  levels  of  e-commerce. 


recent  communications  history  may  give  some  guidance.  In 
1984  the  city  of  Tokyo  had  more  telephones  in  it  than  the 
entire  continent  of  Africa.  Fifteen  years  later,  there  are  a  lot 
more  telephones  in  Africa  than  in  the  city  of  Tokyo  (even 
though  Tokyo  still  has  more  phones  per  capita).  But  today 
there  are  more  Internet  hosts  in  New  York  City  than  there  are 
in  all  of  Africa.  Eventually,  Pettrazini  predicts,  the  Internet 
connectivity  gap  should  narrow  somewhat,  as  has  the  tele¬ 
phone  connectivity  gap.  “The  only  problem  is,  by  the  time 
[Internet  connectivity]  has  evened  out,  something  else  will 
come  along.”  K3*l 


Source  Information 

The  information  for  these  boxes  was  compiled  from  a  variety  of 
sources  including  Matrix  Information  and  Directory  Services  in 
Austin,  Texas,  www.mids.org,  data  from  July  1998;  OECD  Communi¬ 
cations  Outlook  1999;  ITU  Worldwide  Telecommunications  Indicators 
Database,  1997;  analysts  at  International  Data  Corp.  in  Framingham, 
Mass.,  Mountain  View,  Calif.,  and  Singapore;  analysts  at  BMI- 


TechKnowledge  (Pty)  Ltd.,  Johannesburg,  South  Africa;  "Brazilian 
Internet  Access  Providers  1 998,"  International  Data  Corp.;  Australian 
Bureau  of  Statistics,  November  1998;  "Europe's  Internet  Growth," 
Forrester  Research,  Cambridge,  Mass.,  April  1998. 

The  online  version  of  this  article  contains  more  complete  source 
information.  Visit  our  Web  site  at  www.cio.com/archive. 
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IBM  NETFINITY  5500  M10  SERVER:  Up  to  2-way  Pentium  II®  Xeon™  processors  (400  MHz)  /  Up  to  2GB  SDRAM  ECC  memory  /  Starting  at  $8,318* 

IBM  NETFINITY  7000  M10  SERVER:  Up  to  4-way  Pentium  II  Xeon  processors  (400  MHz)  /  Up  to  8GB  ECC  interleaved  memory /Starting  at  $11,968* 

To  get  better  Windows  NT®  performance,  it  requires  better  design  and  technology.  Like  hot-swap  hard  drives  and  power  supplies  that  keep  your 
critical  apps  available.  Like  the  new  Pentium  II  Xeon  processor  that  keeps  data  flying  at  high  speed.  And  options  like  the  NetBAY3  pedestal  that 
give  you  room  to  custom  configure.  These  fine  tunings  give  the  Netfinity  7000  M10  among  the  highest  NT  performance  in  its  class.  And  what 
makes  both  the  Netfinity  7000  M10  and  5500  M10  worth  seeing  for  yourself  at  www.ibm.com/netfinity.  Or  call  1  800  IBM  7255,  ext. 4758. 

(©e-business  tools 
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•Estimated  reseller  price  to  end  users  for  model  86611RY  (Netfinity  5500  M10)  and  86801RU  (Netfinity  7000  M10)  includes  IBM  4.5GB  Hard  Disk  Drive.  Certain  features  described  above  are  available  for  an  additional  charge.  Actual  reseller  price  may  vary.  MHz  denotes  microprocessor 
internal  clock  speed  only;  other  factors  may  also  affect  application  performance.  Based  on  published  TPC-C  results  of  1 1 ,078  tpmc  as  of  4/8/98.TPC  and  TPC-C  are  registered  trademarks  of  Transaction  Processing  Performance  Council.  IBM  product  names  are  trademarks  of  International 
Business  Machines  Corporation.  Microsoft.  Windows  and  Windows  NT  are  registered  trademarks  of  Microsoft  Corporation.  Intel,  the  Intel  Inside  logo  and  Pentium  are  registered  trademarks  and  Pentium  II  Xeon  is  a  trademark  of  Intel  Corporation.  ©  1998  IBM  Corp  All  rights  reserved 
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BUILDING  WITH  EXTRANETS 


Even  by  Las  Vegas  standards, 
the  Venetian  Resort,  Hotel  & 
Casino  is  some  piece  of  work. 
It's  extravagant:  Developer 
and  Comdex  founder  Sheldon  G. 
Adelson  will  spend  $3  billion  on  the 
Italian-themed  resort,  hotel  and  ca¬ 
sino  in  the  heart  of  the  glittery  Strip. 
It's  mammoth:  The  Venetian  is  sched¬ 
uled  to  open  this  spring  with  3,000 
rooms;  if  developers  follow  through 
with  plans  to  add  3,000 
more  in  two  years,  it  will  be 
the  world's  largest  hotel. 

It's  a  true  replica:  Working 
with  historians,  architects 
designed  faithful  repro¬ 
ductions  of  Venetian  land¬ 
marks  such  as  St.  Mark's 
Square,  the  Rialto  Bridge 
and  the  Grand  Canal,  complete  with 
gondolas.  It's  upscale:  Visitors  can  buy 


Reader  R0I 


IN  THIS  STORY  READERS  WILL  LEARN 

►  The  shortcomings  of  much  archi¬ 
tectural  groupware 

►  How,  years  after  a  project's  comple 
tion,  careful  record  keeping  can 
save  a  developer  millions 

►  Why  big  construction  companies 
invest  in  software  development 


Larry  Rocha  says 
without  ProjectNet, 
each  project  update 
would  have  cost 
$2,400. 


i| 


To  build  a  replica  of  15th 
century  Venice  in  record 
time,  architects  used  21st 
century  technology 
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BUILDING  WITH  EXTRANETS 


Kenneth  Cole  shoes  or  a  Movado  watch,  get  a  massage  at  the 
Canyon  Ranch  spa,  dine  at  Wolfgang  Puck’s  and  retire  to  lavish 
suites  twice  the  size  of  most  in  town  to  catch  up  on  business  with 
an  in-room  combination  fax  machine-photocopier-printer. 

And  even  by  Vegas  standards,  the  Venetian  is  one  high- 
rolling  venture.  Delaying  the  grand  opening  by  just  one  week 


underway,  members  say  it  kept  the  project  on  deadline. 

“If  we  weren’t  using  this  kind  of  technology,  we  would  be 
behind  schedule,”  says  Larry  Rocha,  an  architect  and  CIO  for 
one  of  the  Venetian’s  two  architecture  firms,  Wimberly  Allison 
Tong  &  Goo  Inc.  (WAT&G)  of  Newport  Beach,  Calif.  “We 
were  looking  for  a  faster,  better  way  of  communicating  with 


"There  was  no  time  for  couriers;  everyone 

wanted  to  know  everything  in  minutes." 


would  cost  developers  $7  million  in  lost  room  charges,  restau¬ 
rant  tabs,  show  tickets,  purchases  and,  of  course,  casino  haul. 
So  to  help  keep  construction  on  track,  the  project’s  architects 
put  the  Web  to  work.  Architects,  engineers,  designers,  con¬ 
sultants  and  contractors — some  of  them  thousands  of  miles 
from  the  construction  site — established  a  virtual  team  and  put 
almost  everything  connected  with  the  project  online. 

The  Venetian’s  extranet,  built  with  a  collaboration  tool 
called  ProjectNet,  contains  4,500  blueprints  and  computer- 
aided  design  (CAD)  drawings,  hundreds  of  photos  and  illus¬ 
trations,  legal  documents,  budgets,  letters,  forms,  project 
schedules  and  bulletins,  messages  and  press  clippings. 

Team  members  used  ProjectNet  to  chat  or  mark  up  each 
other’s  work  in  real-time,  move  along  documents  and  drawings, 
and  contribute  to  e-mail  forums 
on  a  variety  of  design  and  con¬ 
struction  topics.  With  a  browser 
and  an  Internet  connection,  they 
could  check  in  from  Vegas,  the 
real  Venice,  Venice  Beach  or  any¬ 
where  else  in  the  world. 

Normally  a  project  of  such 
magnitude  would  take  three  to 
four  years,  perhaps  longer,  to 
design  and  build.  But  in  the 
scramble  to  cash  in  on  the  city’s 
popularity,  developer  Adelson 
and  his  partners  wanted  to  open 
early  in  1999.  At  the  same  time, 
they  insisted  on  higher-quality 
construction  than  the  typical 
movie-set  facades  of  other  Las 
Vegas  theme  resorts,  demanding, 
for  example,  solid  rather  than 
hollow  columns  for  the  Venetian 
palace-casino.  So  with  a  two- 
year  timetable  and  just  over  a 
year  from  groundbreaking  to 
grand  opening,  the  project  team 
couldn’t  afford  to  lose  even  one 
carefully  choreographed  day. 

And  although  the  team  didn’t 
begin  using  ProjectNet,  a  brand- 
new  service  from  a  brand-new 
company,  until  construction  was 


Liner  Notes 


Company  name:  Blue-Line/On-Line  Inc. 

Founded:  January  1997 

Revenues:  $4.6  million  projected  for  1999 

Based:  Palo  Alto,  Calif. 

CEO/President:  Jas  Dhillon 

Employees:  26 

Business:  Internet- 
based  project  manage¬ 
ment  services  offering 
secure  collaboration 
capability  for  project 
teams,  particularly  in 
architecture-engineering- 
construction  industry 

Products/Services:  ProjectNet  subscrip¬ 
tion-based  collaboration  service;  ProjectNet  LT 
entry-level  service  for  smaller  projects;  ProjectNet 
InterPrise  intranet/extranet  collaboration  tool 

Major  customers:  Bechtel  Group  Inc.;  Gensler; 
Four  Seasons  Hotels 

URL:  www.bluelineonline.com 


-DOUG  COCHRAN 

our  team.”  His  colleague  Rafael  Velazquez,  an  architect  and 
WAT&G’s  computer-aided  design  coordinator  for  the 
Venetian  project,  agrees:  “The  real  value  of  it  is  the  speed.” 

The  Venetian’s  project  management  team  includes  23  peo¬ 
ple  from  different  disciplines  such  as  architects,  landscapers, 
mechanical  engineers,  electrical  contractors  and  kitchen  and 
design  consultants. 

Normally,  Rocha  says,  project  team  members — located 
throughout  Nevada,  on  both  coasts  and  temporarily  in  the 
real  Venice  as  well  as  in  Las  Vegas — would  share  information 
by  putting  drawings  and  other  documents  on  paper  or  disk, 
then  sending  them  to  other  teammates  by  courier,  losing  a  day 
each  way.  “It  was  almost  a  full-time  job  just  to  coordinate 
distributing  all  the  information  to  everyone  on  the  team,” 

Rocha  says.  And  a  costly  one 
as  well:  It  costs  about  $100  to 
produce  each  disk  and  send  it 
by  courier,  so  for  the  Vene¬ 
tian’s  team  of  about  two 
dozen  members,  each  project 
update  cost  $2,400. 

“This  is  the  largest  project 
we’ve  worked  on  in  our  50- 
year  history,  so  it  became  very 
important  to  share  informa¬ 
tion.  I  doubt  that  we  could 
have  done  it  the  tradi¬ 
tional  way,”  says  Doug 
Cochran,  WAT&G’s 
CAD  manager.  “There 
was  no  time  for  couriers. 
Everybody  wanted  to 
know  what  everybody  else 
was  doing  in  minutes  and 
hours  rather  than  in  days.” 

At  the  start  of  the  project, 
there  was  no  single  method  for 
getting  those  updates.  Some 
communicated  using  a  Lotus 
Notes  database;  some  used  a 
separate  electronic  bulletin- 
board  system.  Some  had  ac¬ 
cess  to  CAD  drawings,  and 
some  didn’t.  Some  communi¬ 
cation  happened  by  phone, 
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Electric  Blue:  Blue-Line! On-Line  CEO  Jas  Dhillon  says  his  product’s  audit  trail  can  help  clients  defend  themselves  in  lawsuits  years  down  the  road. 


some  by  e-mail,  some  by  courier.  Team  members  quickly 
agreed  there  had  to  be  a  better  way  to  share  information. 

Blue-Line/On-Line  Inc.  was  not  yet  founded  in  1996,  as 
the  Venetian  design  work  began,  so  the  project  team  tried 
first  to  get  everybody  on  the  dial-up  bulletin-board  system. 
But  the  system  was  unreliable,  expensive  and  slow.  “It 
crashed  all  the  time,”  says  Rocha.  “I  had  to  dial  up  the  BBS, 
which  was  a  long-distance  call,”  says  team  member  Mark 
Tatro,  CAD  Systems  manager  for  Reno,  Nev.-based  MSA 
Engineering  Inc.,  the  Venetian’s  electrical  contractor.  “It 
took  four  to  eight  hours  to  download  everything.” 

Despite  those  headaches,  team  mem¬ 
bers  worried  about  switching  from  the 
bulletin-board  system  to  a  groupware 
solution.  They  couldn’t  spare  a  single 
day  for  training  on  a  new  technology. 

They  also  worried  about  security  lapses 
that  might  further  set  back  construction. 

Finally,  they  needed  rigid  record  keeping 
that  was  lacking  in  most  groupware  to 
track  the  project’s  progress. 

They  had  no  shortage  of  collaboration 
tools  to  choose  from — AutoDesk,  eProj- 
ect,  eBuilder  and  BidCom,  to  name  a 
few — but  most  either  weren’t  Web-based 
or  weren’t  tailored  to  the  demands  of  the 
architecture-engineering-construction 
industry. 


The  general-purpose  tools  don’t  address  the  unique  needs  of 
engineering,  like  being  able  to  share  blueprints  and  drawings, 
says  Marty  Gruhn,  who,  as  vice  president  of  Internet  business 
solutions  for  Summit  Strategies  in  Mesa,  Ariz.,  tracks  develop¬ 
ments  in  that  industry.  Tools  like  ProjectNet,  on  the  other  hand, 
are  designed  by  engineers  for  engineers,  she  says,  allowing  con¬ 
struction  project  teams  to  manage  more  people  in  more  loca¬ 
tions  on  bigger  projects  while  saving  time  and  money.  The  Blue- 
Line/On-Line  team  sensed  demand  for  that  ability  early  on. 

Late  in  1996,  about  the  same  time  Adelson  was  imploding 
the  Sands,  three  former  KPMG  Peat  Marwick  managers,  all  with 

construction  industry  experience,  left  the 
consulting  firm  to  start  their  own  com¬ 
pany,  providing  project  management 
tools  and  services  to  the  architectural, 
engineering  and  construction  industries. 
Their  investors  included  construction 
giants  Gensler  and  Bechtel  Group  Inc., 
which  has  since  become  part  owner  of  the 
company.  The  partners,  initially  working 
out  of  a  300-square-foot  room  above  a 
furniture  store,  named  their  company 
Blue-Line/On-Line,  an  allusion  to  the  blue 
lines  of  architectural  drawings.  Three  of 
the  four  founders  are  still  with  the  com¬ 
pany:  Jas  Dhillon  as  CEO  and  president, 
Yogesh  Saini  as  vice  president  for  prod¬ 
uct  management  and  Ashok  Segu,  CTO. 


-  Grand  Venetian  - 
Ingredients 

2.3  million  pounds  of  sheet  metal 
15  million  square  feet  of  drywall 
8  million  feet  of  electrical  wires 
36,000  gallons  of  paint 
19,000  doors 

615  miles  of  crown  molding 
267,000  cubic  yards  of  concrete 
2,500  construction  workers 
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mUm’L  As  a  publisher,  we  hold  ourselves 
«od1  accountable  for  forming  a  trust  between 
our  publications  and  the  audiences  they 
serve.  Technology  buyers  have  the  power  to 
change  life  more  profoundly  than  almost  anyone 
else.  There  is  a  lot  at  stake.  Continued  growth  and 
economic  prosperity  depends  crucially  upon  the 
information  they  see.  And  while  there  is  more 
information  than  ever  before,  most  of  it  hides 
behind  the  veil  of  platitudes. 

IDG  has  a  deeper  sense  of  responsibility 
toward  its  readers.  Tangible  proof  is  our  collection 
of  nearly  300  award  winning  publications.  Each 
one  dedicated  to  the  belief  that  editorial  that 
comes  from  the  realities  of  our  audiences  is  likely 
to  produce  sounder  decisions.  Decisions  that 
define  the  larger  destiny  for  all  of  us.  Our  role  is 
to  effectively  guide  the  future.  To  do  that,  we’ll 
continually  provide  compelling  and  influential 
answers  that  drive  progress  and  define  the 
Information  Age. 
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BUILDING  WITH  EXTRANETS 


Their  26-person  company 
now  occupies  a  5,800- 
square-foot  office  in  Palo 
Alto,  Calif. 

ProjectNet,  one  of 
several  Blue-Line/On- 
Line  collaboration  tools 
and  services  (see  “Liner 
Notes,”  Page  40),  offers 
all  the  tools  the  Venetian 
team  sought:  high-speed 
document  transfers,  in¬ 
stant  updating,  security 
and  a  permanent  record 
of  who  did  what  when. 

That  last  function  is 
critical  because  long  after 
contractors  hammer  in 
the  final  nail,  Dhillon  and 
Rocha  say,  project  teams 
still  need  audit  trails  for 
management  purposes  as 
well  as  evidence  for  law¬ 
suits.  (There’s  an  old  joke, 

Dhillon  says,  that  all  ma¬ 
jor  construction  projects 
take  12  years:  2  to  build 
and  10  to  get  through  all 
the  lawsuits.) 

By  automating  such 
audits,  ProjectNet  pre¬ 
vents  the  dog-ate-my- 
homework  types  of  ex¬ 
cuses  common  in  the 
industry:  It  is  typical  for 
team  members  running 
behind  to  complain  that 
they  never  received  draw¬ 
ings  faxed  or  sent  by 
courier.  “It  saved  us  a 
couple  of  times,”  says 
WAT&G’s  Cochran.  In 
one  case,  a  consultant 
who  blew  a  deadline 
blamed  architects,  say¬ 
ing  he’d  never  received 
the  necessary  drawings. 

ProjectNet’s  auditing  ca¬ 
pability  quickly  demon¬ 
strated  that  designers  sent  the  files  well  in  advance  and  noti¬ 
fied  their  teammate  that  they’d  done  so.  He’d  just  never 
bothered  to  download  them. 

As  for  security,  all  data  is  stored  on  Blue-Line/On-Line’s  servers 
rather  than  on  the  customer’s,  making  a  security  breach  far  less 
likely.  Because  the  technology  project  is  Web-based,  Rocha  says, 
and  even  the  nontechie  kitchen  consultants  know  how  to  use 
browsers,  most  mastered  the  system  in  a  matter  of  hours. 

For  users,  the  main  attraction  is  the  ability  to  put  almost  every¬ 
thing  involved  with  the  project  into  one  repository.  ProjectNet 


—  Venice  in  Vegas 

Project  name:  The  Venetian  Resort,  Hotel  &  Casino 

Location:  Las  Vegas  Boulevard  ("The  Strip"),  adjoining 
Sands  Expo  and  Convention  Center 

Projected  Cost:  $3  billion 

Opening:  Spring  1999 

Developer:  Las  Vegas  Sands  Inc.; 
chairman  Sheldon  G.  Adelson,  creator 
of  Comdex  computer  trade  show 

Architects:  Wimberly  Allison  Tong 
&  Goo  Inc.  of  Newport  Beach,  Calif., 
and  TSA  of  Las  Vegas 

Height:  35  floors  (480  feet) 

Size:  63  acres 

Theme:  Renaissance  Venice,  including 
reproductions  of  Doge's  Palace,  315-foot 
Campanile  Tower,  Rialto  Bridge,  St.  Mark's  Square 
and  a  three-foot-deep  Grand  Canal  with  gondolas 

Primary  market:  Business  and  convention  visitors,  sophisti¬ 
cated  leisure  travelers 

Phase  I:  Venetian  Hotel  Tower  with  3,036  suites,  shopping 
mall  with  90  upscale  stores  and  restaurants,  500,000-square- 
foot  convention  facility  and  ballroom,  116,000-square-foot 
casino  with  2,500  slot  machines  and  118  gaming  tables 

Phase  II:  Scheduled  opening  mid-2001;  adds  second  3,036- 
room  tower,  300,000  square  feet  of  mall  space  and  a  second 
100,000-square-foot  casino 

Rooms:  All  700-square-foot  suites  contain  bedroom,  sunken 
living  area,  Italian  marble  bath,  minibars,  combination  fax- 
copier-printer,  three  2-line  telephones,  two  27-inch  TVs  and 
safes  large  enough  to  hold  laptop  computers 

Amenities:  Eleven-acre  pool  deck,  rooftop  Italian  gardens, 
Canyon  Ranch  Spa,  four-level  Billboard  Live  performance 
center  with  VIP  boxes  and  cigar  bars,  Vegas-themed 
Madame  Tussaud's  wax  museum,  restaurants  overseen  by 
renowned  chefs  Wolfgang  Puck  and  Emeril  Legasse 

URL:  www. venetian.com 


accepts  files  in  more  than 
200  formats,  from  Auto¬ 
CAD  drawings  to  Microsoft 
Word  documents  to  Excel 
spreadsheets.  Depending  on 
their  level  of  access,  members 
can  mark  up  drawings  online 
using  very  simple  tools  like 
those  found  in  any  PC 
software  paint  program. 
They  can  involve  up 
to  100  users  in  real¬ 
time  virtual  design¬ 
ing,  where  what  one 
person  draws  shows 
up  on  everyone  else’s 
screen.  Once  docu¬ 
ments  are  saved  to  the 
system,  team  members 
can  view  “before”  and 
“after”  versions  of  the 
drawings,  zoom  in  or  rotate 
images  and  view  a  history  to 
see  who  changed  what.  They 
can  attach  questions,  sugges¬ 
tions  or  instructions  (“Please 
move  this  window  to  the 
north  wall,”  reads  one  archi¬ 
tect’s  revision  on  a  blueprint 
for  the  casino’s  second  floor) 
and  then  forward  the  changes 
to  other  team  members. 
ProjectNet  updates  and  re¬ 
loads  only  the  changes,  not 
the  entire  file;  considering  that 
engineering  and  architectural 
drawings  can  run  to  100MB, 
that  feature  alone  saves  hours 
per  day. 

Tatro,  the  electrical  en¬ 
gineering  contractor  who 
used  to  tie  up  phone  lines 
for  several  hours  daily  with 
long-distance  file  transfers, 
now  gets  on  the  Web  and 
heads  for  ProjectNet’s  site. 
When  he  logs  in,  the  system 
alerts  him  to  what’s  new: 
changed  drawings,  new 
documents,  e-mail  messages,  discussion  in  forums  affecting 
his  part  of  the  project. 

“You  can  be  on  the  same  page  as  your  consultant,  and  you 
can  both  do  the  same  thing,  uploading  and  downloading  the 
same  information,”  says  Velazquez,  who  worked  with  Tatro 
on  the  project.  “He  pulls  something  up,  you  pull  it  down,  you 
put  the  revised  version  back  up.  All  this  is  happening  on  the 
spot.”  Putting  everything  on  the  Web  also  cut  the  cost  of  hav¬ 
ing  blueprints  professionally  reproduced,  an  expense  that  usu¬ 
ally  accounts  for  up  to  2  percent  of  a  construction  project’s 
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Betting  on  Technology 

At  Las  Vegas’s  newest  hotel ,  high-tech  is 
part  of  the  package 


THE  VENETIAN'S  TECHNOLOGICAL  INNOVA- 
tion  won't  stop  with  the  resort's  ribbon-cutting. 
CIO  Steve  Vollmer  says  the  resort's  management 
has  one  overarching  goal  for  serving  its  target  audience 
of  convention  and  business  visitors:  "We  want  to  make 
their  lives  easier." 

The  effort  begins  as  guests  walk  in  the  front  door 
of  what  will  eventually  be  the  world's  largest  hotel. 

To  prevent  the  world's  longest  registration-desk  lines, 
Venetian  employees  will  circulate  through  the  lobby, 
using  pocketsize  wireless  devices  to  check  in  guests  as 
they  arrive. 

In  their  suites,  business  travelers  can  set  up  shop 
using  their  three  2-line  phones  and  combination  fax- 
copier-printers.  Checking  out  will  be  as  easy  as  check¬ 
ing  in,  Vollmer  says:  "You  can  use  the  video  checkout, 
and  your  [receipt]  will  be  faxed  to  your  room  immedi¬ 
ately.  You  grab  it  off  the  printer  and  you're  gone,  right 
by  the  front  desk." 

Vollmer,  formerly  CIO  at  New  York-New  York  Hotel  & 
Casino  (see  "Postcards  from  Near  the  Edge,"  C/O,  July  1, 
1997,  and  on  the  Web  at  www.cio.com/archive/070197_ 
amuse.html ),  says  the  IT  staff  can  also 
create  individual  networks 
between  hotel  suites  or 
between  individual  suites 
and  the  Sands  expo  cen¬ 
ter  next  door.  The  latter 
would  allow,  for  instance, 
trade-show  exhibitors  to 
remotely  access  their 
exhibits  while  relaxing  in 
their  rooms  at  night. 

And  guests  who  find  time 
to  slip  away  to  the  casino  will 
find  more  than  2,500  slot 
machines  linked  to  a  system  that 
tracks  winnings,  awards  prizes 
such  as  dinner  gift  certificates 
and  doubles  their  points  on 
their  birthdays. 

-A.  Stuart 


budget.  On  a  project  the  size  of  the  Venetian,  that  minuscule 
percentage  translates  to  more  than  $1  million. 

Another  asset  is  the  online  RFI,  or  request  for  informa¬ 
tion,  files.  In  a  large,  tightly  choreographed  construction 
project  like  the  Venetian,  where  2,500  workers  swarm  through 
the  building  in  two  shifts  each  day,  people  representing  dif¬ 
ferent  disciplines  must  constantly 
track  each  other’s  progress  and 
ask  about  possible  changes. 

Paint  and  wallpaper  crews, 
for  instance,  can  start  only 
after  drywall  teams  finish. 

An  architect  might  want 
to  ask  a  mechanical  engi¬ 
neer  whether  it’s  possible 
to  move  an  air-condition¬ 
ing  unit  from  one  wall  to 

another.  A  contractor  might  *  *  ’  hi 

want  to  let  a  buyer  know  it’s  _ '*> 

running  short  on  a  particular 
style  of  door  or  molding. 

ProjectNet  logs  the  RFIs  and  the  responses, 
creating  a  master  Frequently  Asked  Questions  (FAQ)  file  for 
future  reference,  a  feature  Gruhn,  the  Summit  Strategies  ana¬ 
lyst,  says  creates  a  virtual  institutional  memory  that  helps  keep 
construction  on  track  if  key  players  leave  the  project. 

ProjectNet  wasn’t  perfect.  Architects  still  needed  to  send  some 
very  large  files — 500MB  and  up — by  courier  because  they  took 
too  long  to  upload  and  download.  And  for  the  architects, 
ProjectNet  was  an  added  expense.  Traditionally,  Rocha  says, 
clients  reimburse  architects  for  information-sharing  expenses 
such  as  disks,  phone  calls  and  couriers,  but  the  $30  per  month 
(and  a  onetime  $500  setup  fee)  for  ProjectNet  was  paid  entirely 
by  Rocha’s  firm. 

“At  the  moment,”  says  Rocha,  “clients  are  definitely  on  the 
leery  side”  about  collaborative  tools  and  services,  forcing  archi¬ 
tects  to  absorb  the  expense  for  now. 

But  as  the  project  nears  completion,  Rocha  calls  the  in¬ 
vestment  worthwhile.  “What’s  really  amazing,”  he  says, 
looking  up  at  the  cranes  surrounding  the  Vegas  version  of 
the  Doge’s  Palace,  “is  that  two  years  ago,  this  was  just  a 
thought.  It  wasn’t  even  going  to  be  Venice.  We  didn’t  know 
what  it  was  going  to  be.  And  now  it’s  going  to  be  the  biggest 
hotel  in  the  world.” 

But  he  and  others  say  the  long-term  changes  in  the  con¬ 
struction  industry  may  ultimately  prove  even  more  aston¬ 
ishing  than  the  appearance  of  Renaissance  Venice  in  down¬ 
town  Las  Vegas. 

“More  and  more  demands  will  be  put  on  us  to  act  very 
quickly,”  Rocha  says.  “We’re  all  being  forced  to  gravitate 
toward  a  central  repository  of  information  we  can  feed  out  of.” 

Gruhn  agrees.  “This  whole  virtual  engineering  trend  is  going 
to  be  critical  to  companies  competing  in  the  next  century,”  she 
predicts.  “If  you  come  in  sloppy,  late  and  1 0  percent  over  bud-  s 
get,  and  the  other  guy  came  in  early  and  10  percent  under  f 
budget.. .you  aren’t  going  to  be  in  business.”  BE1 
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Senior  Editor  Anne  Stuart  can  be  reached  via  e-mail  at  R 
•  o 

astuart@cio.com.  = 
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OUTSOURCING 


Experts  say  outsourcing 
Web  hosting  is  the 
smart  way  to  go, 
yet  every  day  more 
companies  move 
hosting  in-house. 

Are  corporate 
control  freaks  making 
a  big  mistake? 

By  Peter  Fabris 


http://webbusiness.cio.com 


architecture  for  J.  Crew,  has  sat  through  hours  of  sales  pitches  from 
Internet  service  providers.  Dozens  of  salespeople  have  marched 
into  his  Manhattan  office  and  tried  to  persuade  Hansen  that  their 
companies  can  run  J.  Crew’s  Web  servers  more  reliably  and  more 
inexpensively  than  his  own  staff  can.  Those  servers  pull  in  tens  of 
millions  of  dollars  per  year  for  the  cloth¬ 
ing  retailer,  and  with  so  much  at  stake  the 
decision  of  whether  to  outsource  server 
maintenance,  troubleshooting  and  oper¬ 
ating  system  upgrades  takes  on  enormous 
weight.  And  dizzying  complexity.  Hansen 
currently  contracts  with  Digex,  a  well- 
regarded  national  ISP,  for  Internet  co- 
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nectivity  and  the  physical  housing  of 
server  hardware,  but  he  keeps  his  servers 
under  his  own  roof  and  under  the 
watchful  eyes  of  his  staff.  Although  sales¬ 
people  keep  calling  and  Hansen  keeps  lis¬ 
tening,  he  hasn’t  bitten.  At  least  not  yet. 

Many  Internet  decision  makers  are 
in  Hansen’s  shoes.  Now  that  Web 
servers  have  bottom-line  importance, 
more  companies  are  reluctant  to  let 
control  of  them  get  out  of 
sight.  A  one-hour  outage, 
for  example,  costs  elec¬ 
tronic  commerce  pioneer 
Dell  Computer  Corp. 
more  than  $125,000. 

According  to  “To  Host  or 
Not  to  Host?”  a  report 
by  Forrester  Research 
released  in  June  1998,  57 
percent  of  Fortune  1000 
firms  host  their  own  Web  servers.  That’s 
up  from  33  percent  since  1996. 

The  odd  thing  about  this  apparent 
trend  is  that,  according  to  many  experts, 
it  is  moving  in  the  wrong  direction. 


David  Cooperstein,  the  author  of  the 
Forrester  report,  believes  that  the  skills 
and  services  offered  by  outsourcing  firms 
are  improving  faster  than  those  of  in- 
house  IS  departments  and  will  continue 
to  do  so.  Even  today,  firms  like  GTE 
Internetworking  and  PSINet  guarantee 
99.5  percent  uptime  with  money-back 
guarantees,  and  Forrester  predicts  that 
by  next  year  top  hosting  outsourcers  will 


offer  “telco-like”  99.99  percent  uptime 
guarantees.  Cooperstein  argues  that  in 
the  interest  of  their  own  survival,  full- 
service  ISPs — those  that  offer  Web 
server  management  along  with  connec¬ 


tivity — will  master  the  latest  version  of, 
say,  Open  Market’s  Transact  e-com¬ 
merce  application  faster  than  the  typical 
IS  staff.  If  they  don’t,  says  Cooperstein, 
they  will  be  eaten  by  the  competition. 

But  should  someone  like  Hansen, 
who  presides  over  a  mission-critical 
Web  site,  take  a  chance  on  an  out¬ 
sourcer  today?  Answering  that  ques¬ 
tion,  today,  is  like  trying  to  tell  someone 
which  style  car  to  buy, 
compact  or  a  sport  util¬ 
ity  vehicle.  To  some 
extent,  it  depends  on 
your  needs.  And  to 
some  extent,  it  depends 
on  your  driving  skills. 
Joseph  Gagnon,  a  part¬ 
ner  in  Ernst  &  Young’s 
center  of  technology 
enablement  based  in 
New  York  City,  agrees  with  Cooperstein 
that  most  companies  are  better  off  with 
outsourcing  than  with  bringing  yet 
another  complicated  function  in-house. 

“The  bigger  fish  to  fry  over  the  next 


The  most  frequently  cited  reason  in  the 
Forrester  study  to  self-host  was  a  desire 
to  have  direct  control  of  Web  servers 
and  the  applications  housed  on  them. 


One  seamless  global  network.  Only  one  company  has  it.  MCI  WorldCom.  Which  means,  your  data  gets  to  where  it  has 
to  go  without  handoffs  to  other  carriers.  Whether  your  needs  are  local,  national  or  international,  you  deal  with  one 
network,  owned  and  operated  by  one  company.  MCI  WorldCom*  How  do  we  do  this,  you  ask?  Simple.  By  building  hundreds 


*Only  MCI  WorldCom  owns  the  entire  network  from  origin  to  destination  in  many  locations  worldwide.  MCI  WorldCom  is  traded  on  NASDAQ  under  WCOM.  For  more  information  on  MCI  WorldCom, 
visit  our  web  sites  at  mciworldeom.com  and  wcom.com.  ©  1999,  MCI  WORLDCOM.  Inc.  All  Rights  Reserved. 


couple  of  years,”  says  Gagnon,  “is  fig¬ 
uring  out  how  to  extend  your  enterprise 
applications.  Let’s  go  with  your  core 
competencies  and  leave  this  core 
competency  to  others.” 

Gagnon  says  outsourcing  makes 
particularly  good  sense  for  three 
kinds  of  companies.  First,  says 
Gagnon,  are  the  companies  that  for 
reasons  of  size  or  budget  are  unable  to 
attract  the  talent  needed  to  host  their 
Web  activities  in-house.  Second,  the  con¬ 
sultant  says,  are  companies  that  foresee 
a  likelihood  of  rapid  increase  in  Web 
traffic.  “If  you  can  predict  that  your 
transaction  volumes  are  going  to  go 
through  the  roof  and  you  don’t  want  to 
deal  with  the  capital  costs  of  scaling  up 
the  hardware,”  says  Gagnon,  “then  out¬ 
sourcing  is  the  likely  alternative.” 

Finally,  says  Gagnon,  outsourcing 
makes  sense  for  companies  that  require 
a  24/7  global  presence.  “The  fact  is,” 
says  Gagnon,  “very  few  companies  are 
really  positioned  to  do  that  themselves.” 

Paradoxically,  however,  relatively  few 


companies  are  willing  to  surrender  con¬ 
trol  of  Web  hosting.  The  most  frequently 
cited  reason  in  the  Forrester  study  to  self- 

Only  14  percent  said  they 
self-hosted  to  save  money 

host  was  a  desire  to  have  direct  control 
of  Web  servers  and  the  applications 
housed  on  them.  Sixty-five  percent  of 
respondents  said  they  wanted  more  con¬ 
trol.  Only  14  percent  said  they  self- 
hosted  to  save  money.  It  was  that 
prospect  of  direct  control  that  led  Leif 
Johnston,  president  of  Fredericksburg, 
Va. -based  Resource  Company,  which 
develops  Internet-accessible  financial, 
payroll,  time  management  and  docu¬ 
ment-sharing  applications,  to  bring  his 
hosting  in-house  last  fall.  Johnston,  for¬ 
mer  CIO  for  Internet  services  and  devel¬ 
oper  Proxicom  Inc.,  had  outsourced  his 
hosting  to  UUNet  for  several  months, 
sharing  an  NT  server  with  one  other 


company.  The  $700  monthly  fee,  which 
included  Internet  connectivity  and 
server  management  chores  including 
software  updates,  didn’t  seem 
unreasonable,  and  Johnston 
believed  that  he  was  too  busy 
developing  his  products  and  ser¬ 
vices  to  dedicate  staff  to  server 
management.  But  after  a  nerve- 
wracking  weekend  last  September, 
Johnston  lost  confidence  in  UUNet  and 
outsourcing. 

Johnston  called  UUNet’s  service  cen¬ 
ter  around  noon  one  Friday  and  told  a 
customer  service  agent  that  he  needed 
to  update  a  client’s  application  by  noon 
on  Saturday.  Johnston  says  he  told  the 
agent  that  he  would  upload  the  data 
overnight.  He  claims  that  UUNet  told 
him  they  could  meet  the  deadline.  When 
they  didn’t,  Johnston  spent  two  days 
soothing  the  nerves  of  a  very  unhappy 
customer.  It  wasn’t  until  late  Monday 
afternoon  that  Johnston’s  requests  were 
fulfilled. 

Paul  Hoffmann,  director  of  sales  and 
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marketing  Web  services  for  MCI  World¬ 
Com  advanced  networks,  says  that 
Johnston’s  request  probably  could  have 
been  honored  sooner  if  he  had  spent  an 
extra  $1,500  (for  a  total  cost  of  $2,200 
per  month)  for  a  dedicated  server.  Some 
types  of  application  updates  on  NT 
servers  require  rebooting,  Hoffmann 
explains.  On  a  shared  server,  UUNet 
must  wait  until  a  reboot  will  least  dis¬ 
turb  the  other  clients  hosted  on  the 
server,  he  says. 


age  of  J.  Crew’s  Web  sales.  More  trou¬ 
bling  to  Hansen  than  inconsistent  pric¬ 
ing  plans  were  the  wacky  service  guar¬ 
antees.  One  provider  said  it  would 
refund  a  day’s  worth  of  service  charges 
if  Hansen’s  servers  went  down  for  a  day. 
Hansen  nearly  laughed  out  loud  at  the 
proposal.  That  refund,  he  says,  wouldn’t 
make  a  dent  in  lost  sales. 

For  extremely  high-end  installations, 
such  as  those  at  Yahoo,  ISPs  charge  up 
to  $75,000  per  month  for  the  full 


Hansen  nearly  laughed  out  loud  when 
one  provider  said  it  would  refund 
a  day's  worth  of  service  charges 
if  Hansen's  servers  went  ' 

down  for  a  day. 


Ponying  up  that  kind  of  extra  cash  for 
a  dedicated  Web  server  is  often  worth  it, 
says  Bill  McCarthy,  editor  in  chief  of 
Boardwatcb,  a  publication  that  tracks 
the  ISP  industry.  McCarthy  warns  that 
sharing  a  server  can  impair  speed  and 
will  make  it  harder  to  scale  up  for 
increased  traffic. 

McCarthy,  who  compares  hosting 
outsourcers  to  used  car  salesmen,  says 
Johnston’s  dissatisfaction  with  UUNet 
is  typical  of  many  who  outsource  host¬ 
ing.  Much  of  that  trouble,  he  says,  could 
be  avoided  if  the  terms  of  the  contracts 
were  better  understood.  As  things  are, 
negotiating  a  service  contract  that  meets 
one’s  particular  needs  can  be  exasperat¬ 
ing  because  service  offerings  and  pricing 
vary  from  outsourcer  to  outsourcer. 
That  variety,  which  sometimes  forces  the 
customer  to  try  to  compare  apples  to 
oranges,  is  one  of  the  things  that  per¬ 
suaded  J.  Crew’s  Hansen  that  it’s  easier 
to  keep  the  whole  operation  in-house. 

“Pricing  has  been  all  over  the  map,” 
says  Hansen.  “Some  quotes  have  been 
in  seven  figures,  others  have  been  sub¬ 
stantially  less.  I  actually  find  some  of  the 
(low-ball]  bids  alarming  because  who 
knows  what  you’re  going  to  get?” 

Hansen  says  that  some  outsourcers 
even  proposed  the  unusual  strategy  of 
collecting  their  fees  based  on  a  percent¬ 


range  of  hosting  ser¬ 
vices.  But  does  paying 
that  kind  of  money 
guarantee  top-quality 
service?  Not  neces¬ 
sarily,  says  Ernst  & 

Young’s  Gagnon.  Gag¬ 
non  won’t  name  names, 
but  he  says  that  some 
well-known  IT  and  tele¬ 
communications  services 
providers  have  gouged 
some  of  his  clients.  One 
client,  for  example,  was  quoted  $3  mil¬ 
lion  for  a  Web  project.  When  the  bill 
came  in  at  a  jaw-dropping  $9  million, 
the  parties  split  the  difference.  Gagnon 
believes  the  overcharge  was  the  result  of 
the  provider’s  incompetence  in  devising 
an  estimate  and  plain  greed.  One  com¬ 
mon  mistake,  says  Gagnon,  is  signing  on 
with  a  vendor  because  of  a  previous 
business  relationship.  Web  hosting  is 
new  and  different,  warns  Gagnon,  so  it’s 
important  to  make  sure  the  ISP  has  the 
skills  required. 

Cooperstein  offers  another  reason 
that  explains  why  choosing  a  hosting 
outsourcer  is  one  of  the  toughest  deci¬ 
sions  a  corporation  can  make:  ISPs  all 
look  alike.  According  to  Boardwatcb, 
there  are  now  over  5,000  ISPs  world¬ 
wide.  And  they  are  definitely  not  all 


alike.  Cooperstein  says  many  compa¬ 
nies’  first  exposure  to  hosting  out¬ 
sourcers  was  “either  college  hacks  run¬ 
ning  Apache  freeware  or  a  design  firm 
that  set  up  a  few  servers  in  the  cafeteria.” 
Those  mom  and  pop  outfits  were  fine 
when  companies  wanted  to  post  infor¬ 
mation,  but  they  frequently  can’t  cut  it 
when  companies — particularly  large 
companies  like  a  Dell  or  a  J.  Crew — 
have  ambitious  e-commerce  agendas. 

Choosing  a  hosting  outsourcer — 
particularly  when  you  want  to 
outsource  server  manage¬ 
ment — requires  some  serious 
investigation.  Because  no  ISP 
has  a  track  record  longer 
than  four  years,  there  is  no 
long-term  data  on  reliabil¬ 
ity,  and  there’s  no  Good 
L  Housekeeping  guide  to 
^  Web  server  software 
management  services, 
fjfl  Experts  recommend 
^  calling  several  refer¬ 
ences  and  asking  the  fol¬ 
lowing  questions: 

■  How  quickly  do  out¬ 
sourcers  respond  to  ser¬ 
vice  requests? 

■  How  quickly  and 
effectively  have  they  fixed 

crashed  servers,  operating 
system  bugs  and  other  tech¬ 
nical  glitches? 

If  they  promise  to  provide, 
say,  sophisticated  traffic  analysis 
with  some  fancy  new  tracking 
application,  have  they  actually  deliv¬ 
ered  that  service  to  others  or  are  their 
technicians  still  struggling  to  learn  the 
software? 

There  are  also  some  objective  ways  to 
evaluate  ISPs.  Some  companies  measure 
how  long  it  takes  to  download  a  page 
from  different  locations  around  the 
country  and  even  from  overseas  loca¬ 
tions.  Phil  Gibson,  director  of  interac¬ 
tive  marketing  for  National  Semicon¬ 
ductor,  uses  Keynote  Systems  Inc.  to 
compare  the  performance  of  his  site  with 
performance  of  other  sites  especially  of 
his  competitors’.  Keynote,  based  in  San 
Mateo,  Calif.,  measures  Web  page 
download  times  for  about  400  major 
corporations  from  65  locations  around 
the  world.  This  information  gives  Gib¬ 
son  some  hard  numbers  with  which  to 
assess  his  outsourcer.  Inverse  Network 
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voice,  video  and  data  right  to  your  desktop. 
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new  opportunities  for  communication  and 
collaboration. 
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Technology  Inc.  also  provides  reports 
on  how  often  users  connect  to  a  site  on 
the  first  try,  e-mail  service  quality  and 
page  download  times. 

One  thing  that  must  be  considered  by 
every  company  facing  the  outsourcing 
dilemma  is  the  relative  difficulty  of  inte¬ 
grating  services  offered  on  an  outsourced 
Web  site  with  their  legacy  systems.  That 
consideration  is  the  major  obstacle  stand¬ 
ing  between  J.  Crew’s  Hansen  and  his 
many  outsourcing  suitors. 

A  hosting  outsourcer  would  have  to 
be  familiar  with  J.  Crew’s  back-end  sys¬ 
tems  to  keep  them  harmonized  with 
Web  servers.  That  trick,  Hansen  says,  is 
a  lot  tougher  than  it  sounds,  because 
most  companies  that  were  in  business 
before  anybody  knew  what  “http” 
meant  have  old  mainframe  programs 
that  track  inventory,  shipment  status  and 
other  essential  order  fulfillment  func¬ 
tions.  Those  systems  were  either  unique, 
home-grown  or  modified  so  much  from 
their  original  package  version  that  they 
might  as  well  be  home-grown.  Hansen’s 
staff  would  have  to  train  an  outsourcer 
on  those  systems,  and  Hansen  is  so  far 
unpersuaded  by  cost  and  time  estimates 
offered  by  vendors. 

Hansen’s  caution  is 
based  partially  on 
nightmarish  tales 
of  hastily  assem¬ 
bled  integrations. 
Lee  Morgan,  di¬ 


Which  Host  Has  Most? 


Why  do  it  yourself ? 

■  Staff  has  expertise 

«  You  do  high-volume  electronic 
commerce 

b  The  service  level  agreement  is 
inadequate 

r  The  price  of  outsourcing  is  too 
high 

h  Available  outsourcer  lacks  expe¬ 
rience  in  key  technologies 


Consequently,  outsourcing  Web  server 
management  makes  sense.  National 
Semiconductor  receives  98  percent  of  its 
orders  via  electronic  data  interchange 
(EDI)  from  middlemen.  Customers  first 
visit  National  Semiconductor’s  site  for 
product  specifications.  They  then  place 
orders  with  middlemen  that  enter  back¬ 
end  order  fulfillment  systems  via  EDI, 
not  from  Web  servers.  So  the  outsourcer, 
Exodus  Communications  Inc.  of  Santa 
Clara,  Calif.,  doesn’t  need  any  training 
on  National  Semiconductor’s  back-end 
systems  to  run  its  Web  servers.  That, 
says  Phil  Gibson,  is  good  news  in  Silicon 
Valley. 


Some  companies  evaluate  their 
ISPs  by  measuring  how  long  it  takes  to 
download  a  page  from  different  locations  around 
the  country  and  even  from  overseas  locations. 


rector  of  e-business  for  the  IBM  global 
services  division,  has  been  called  in  more 
than  once  at  the  1 1th  hour  to  bail  out 
CIOs  facing  poorly  planned  Web  front- 
end  to  back-end  system  integrations,  a 
consequence,  Morgan  says,  of  executive 
demands  without  executive  under¬ 
standing  of  the  complications  of  such 
integrations. 

Unlike  J.  Crew,  National  Semicon¬ 
ductor’s  Web  transactions  follow  an 
indirect  route  to  its  back-end  systems. 


“Out  here,  it’s  a  firelight  to  hold  on  to 
technical  people,”  he  says.  Gibson  won’t 
say  what  he  pays  Exodus,  but  he  will  say 
that  if  his  company  self-hosted  and  pro¬ 
vided  its  own  Internet  connectivity,  the 
tab  would  “easily  run  $400,000  to 
$500,000  per  site  per  year.”  The  com¬ 
pany  has  about  20  mirrored  sites  around 
the  world,  using  another  outsourcer, 
Digital  Island  Inc.,  for  most  overseas 
sites.  Global  reach,  as  mentioned  by 
Gagnon,  is  another  reason  to  outsource. 


Why  outsource f 

m  Internet  technology  is  not 
a  core  competency 

m  Offloading  risk  is  important 

h  Attractive  service  level 
guarantees  are  offered 

m  You  need  to  scale  up  quickly 

r  The  gain  of  24/7  global 
presence  is  a  benefit 

-P.  Fabris 


Why  negotiate  for  Internet  connectivity 
with  dozens  of  foreign  telecommunica¬ 
tions  providers  yourself  when  an  out¬ 
sourcer  has  already  done  it? 

When  it  comes  to  control,  Gibson  has 
an  interesting  opinion:  “I  have  more  con¬ 
trol  over  the  [Web  site]  with  Exodus  than 
I  would  with  central  IS.”  Gibson  insists 
that  that  statement  isn’t  a  knock  on  his 
company’s  IS  department.  Their  mission, 
he  says,  is  to  keep  manufacturing  and 
operations  systems  running  smoothly. 
“It’s  important  to  our  company  that  they 
stay  focused  on  that,”  Gibson  says.  IS 
does  have  some  Internet  expertise,  but 
for  now  at  least  the  company  doesn’t  see 
any  advantage  in  bringing 
hosting  in-house. 

Like  all  smart  Web  decision 
makers,  Gibson  reevaluates 
his  hosting  arrangement  at 
least  once  a  year.  Don’t  get 
locked  into  long-term  deals, 
advises  Ernst  &  Young’s 
Gagnon.  With  the  industry  in 
flux,  he  says,  next  year’s 
pitches  and  service  quality  are 
likely  to  be  more  enticing. 

Both  Gagnon  and  Cooperstein  admit 
that  some  large  Web  merchants  such  as 
Dell  and  J.  Crew  have  good  reasons  for 
self-hosting.  But,  they  say,  companies 
like  those  are  exceptions.  And  their 
exceptional  status  may  be  short-lived. 
Even  J.  Crew’s  Hansen  hasn’t  ruled  out 
outsourcing  forever. 


Senior  Writer  Peter  Fabris  can 
reached  at  pfabris@cio.com. 
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IT  All  Starts  Here. 


This  just  in:  CNN.com,  the  world’s  leading  news  site, 
now  features  technology  news  and  information  from  the 


Web’s  fastest  growing  global  technology  information 
network  —  IDG.net. 


CNN  Interactive  has  discovered  what 
readers  of  IDG  publications  have  known 
for  over  30  years:  no  other  company 
can  match  the  breadth  and  quality  of 
technology  information  offered  by  IDG. 

CIO.COM —  along  with  fellow  IDG.net 
sites  civic.com,  Computerworld  Online, 
fcw.com,  InfoWorld.com,  JavaWorld, 
Network  World  Fusion,  PC  World  Online, 
TheStandard.com  —  is  proud  to  be  part  of 
the  Web’s  most  trusted  network  of 
computing  publications.  With  240  sites  in 
55  countries,  IDG.net  reaches  more  read¬ 
ers,  in  more  markets,  than  any  other  Web 
network  —  and,  it’s  growing  every  day. 


Now  millions  of  new  readers  worldwide 
will  discover  what  IDG. net’s  users  have 
known  all  along  —  that  IDG.net  offers 
the  most  comprehensive,  current,  and 
useful  computing  information  on  the 
Web  today. 

More  publications,  more  product  reviews, 
more  technology  news  —  more  of  the 
quality  information  you  need  to  make 
technology  decisions  for  any  computing 
environment,  from  the  home  office  to 
the  global  enterprise. 

IDG.net.  IT  all  starts  here. 


VS  w  w 
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must  adapt  to  environments  where 
users  increasingly  read  and  fill  out 
forms  on  computer  screens  rather 
than  on  paper.  Finally,  for  the  envi¬ 
ronment  to  work,  everyone  in  the 
enterprise  must  participate,  mean¬ 
ing  the  interface  must  be  intuitive  to 
even  the  most  novice  or  technopho¬ 
bic  employees. 

Among  other  functions,  an  in¬ 
tranet  2.0  typically  allows  users  un¬ 
precedented  ability  to  directly  man¬ 
age  their  own  relationship  with  their 
employers.  Human  resources  de¬ 
partments  pioneered  this  trend  by 
putting  employee  benefits  informa¬ 
tion  online  (see  “Personnel  Con¬ 
nections,”  CIO  Section  2,  Dec.  1, 
1998).  Other  employee-centric  ap¬ 
plications  might  include  purchasing, 
tracking  assets,  reporting  hours, 
making  travel  reservations,  calcu¬ 
lating  expense  reports,  creating  goal 
and  objective  profiles,  designing 
project  environments  and  schedul¬ 
ing  facilities,  appointments  and 
events.  (See  “The  Birth  of  the  Do’s,” 
CIO  Section  2,  July  1, 1998.) 


The  Next 
Generation 


When  it  comes  to  sharing 
information ,  the  new  intranets 
go  where  no  system  has  gone 
before.  But  they  work  only  in 
enterprises  that  keep  it  simple. 


Most  corporate  intranets  are  only  2 

or  3  years  old,  if  that.  And  yet  increasingly 
companies  face  the  prospect  of  converting  that 
first  installation — usually  sort  of  a  centralized 
storage  and  broadcasting  messaging  system — 
into  something  far  more  ambitious. 

Typically,  this  next-generation  intranet  cre¬ 
ates  a  collaborative  medium  that  provides  users  quick, 
comprehensive  access  to  everything  their  jobs 
require — files,  programs  and  people,  both 
inside  and  outside  the  organization — 
while  capturing  and  managing  each 
person’s  work  so  that  others  in 
turn  can  find  and  use  it.  The  new 
intranet  is  less  a  resource  itself 
than  the  delivery  vehicle  for 
all  the  resources  any  em¬ 
ployee  might  need. 

Naturally,  this  shift 
implies  big  changes  for  IT 
departments.  New  appli¬ 
cations  must  be  brought  to 
desktops  and  old  ones  moved 
from  client/server  to  browser/ 
server  architectures.  Document 
management  tools  appropriate 
to  a  vastly  expanded  universe 
of  texts  must  be  defined  and 
built,  and  they  must  support  all 
degrees  of  version  control  and  access 
permissions.  Editing  and  publication  software 
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tts  time  to  take  control. 


Do  you  know  how  much  Internet  exposure  your 
company  really  has?  Can  you  tell  how  much  of  your 
business  depends  on  the  Internet?  Do  you  have  any  idea 
how  much  the  Internet  is  actually  costing  you? 

You'd  better 

Because  if  you  think  your  only  costs  are  line  and 
equipment  charges,  you  need  to  think  again. 

What  about  the  high  cost  of  lost  productivity?  Legal 
liability?  Misused  resources?  And  what  about  e-commerce? 
Are  you  missing  important  opportunities  because  your 
Internet  resources  are  being  gobbled  up  by  things  that 
don't  matter  to  your  business? 


The  minute  your  company  went  online,  you  lost  control. 

Until  you  understand  the  risk  you  are  taking  when  you 
open  your  network  up  to  the  power  of  the  Internet,  you 
can’t  control  your  IP  resources  —  or  your  Internet  costs. 

That's  why  you  need  to  know  about  Internet 
Resource  Manager™  from  Sequel  Technology 
Corporation.  It  will  give  you  the  answers  you  need  — 
and  the  power  to  shape  your  Internet. 

^  The  Power  to  Shape  Your  Internet." 

SEQUEL. 

http://www.sequeltech.com 


The  Internet  may  be  costing  your 
company  more  than  you  realize. 

Find  out  how  you  can  get  more  from  your 
Internet  and  spend  less. 

Return  this  coupon  for  a  FREE  White  Paper  Report  on  Internet 
Resource  Manager  from  Sequel  Technology  Corporation. 


Name 

Title 

Street 

Suite  Number 

City 

State 

Zip 

Mail  to: 

Internet 
Resource  C^T 

M  A  N  A  G  E  R'“ 

Sequel  Technology  Corporation 
3245  146th  Place  SE 

Suite  300 

Bellevue.  WA  98007 

Even  easier,  call  1-800-973-7835. 

Source  Code:  CIO 
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Until  recently,  organizations  interested 
in  creating  a  next-gen  intranet  had  to  write 
their  own  implementations.  Now  products 
designed  for  the  purpose  (sometimes  called 
applications  push  solutions)  are  beginning 
to  appear.  One  example  is  programs  allow¬ 
ing  employees  to  design  and  host  procure¬ 
ment  catalogs  on  their  intranets.  Employees 
buy  supplies  and  services  from  these  cata- 

The  new  intranet  is 
less  a  resource  itself 
than  the  delivery 
vehicle  for  all  the 
resources  any 
employee  might  need. 

logs  just  as  they  would  from  any  online 
retailer — using  search  engines,  shopping 
carts,  point-and-click  ordering  and  other 
familiar  Web  tools.  The  key  difference: 
These  catalogs  run  on  their  companies’ 
intranets,  incorporating  corporate  pur¬ 
chasing  policies.  Users  complete  orders  and 
submit  them  with  a  click.  Any  required 
paperwork  (shipping  data,  account  debits, 
vendor  payments,  report  generation  and  so 
on)  is  handled  automatically.  If  the  pur¬ 
chase  order  needs  approval  from  higher  up, 
it’s  automatically  forwarded  to  that  person. 

In  March  1998  Visio  Corp.,  a  Seattle- 
based  graphics  software  company,  adopted 
one  such  product,  CompanyStore  by  Con¬ 
cur  Technologies  Inc.  of  Redmond,  Wash., 
to  replace  a  largely  paper-based  procurement 
system.  According  to  Neal  Myrick,  Visio’s 
director  of  world  IT  and  facilities,  the  system 
earned  back  its  cost  in  less  than  two  months, 
cutting  the  cost  of  the  average  purchase  order 
from  $50  to  $5.  Myrick  gives  CompanyStore 
top  marks  for  ease  of  use:  Not  a  single  Visio 
employee  signed  up  for  Concur’s  optional 
training,  apparently  because  all  were  confi¬ 
dent  they  could  figure  out  the  program  on 
their  own.  CompanyStore  also  generates  pur¬ 
chasing  activity  summaries  Myrick  finds  use¬ 
ful  during  negotiations  with  suppliers.  (Other 
intranet-oriented  purchasing  software 
products  include  San  Jose,  Calif. -based 
RightWork  Corp.’s  Procure  Works  2.0  and 
Strategic  Procurement  by  Oracle  Corp.  of 
Redwood  Shores,  Calif.) 

In  addition,  Visio  runs  an  intranet  appli¬ 
cation  making  employees’  objective  state- 


Stamping  Out  Spamanoia 

The  right  mix  of  products  and  policies  can 
stem  that  flood  of  unwanted  e-mail 


IT’S  NO  SECRET  THAT 
spam — unsolicited  bulk  e- 
mail — wastes  both  time  and 
bandwidth.  Fortunately,  solu¬ 
tions  for  controlling  all  those 
unwanted  messages  are  growing 
as  quickly  as  the  flood  of  junk 
mail  itself.  Well,  almost.  The 
Coalition  Against  Unsolicited 
Commercial  E-mail  (CAUCE) 
estimates  that  unsolicited  mar¬ 
keting  messages  now  account  for 
10  percent  of  all  Internet  e-mail. 
America  Online  puts  the  figure 
even  higher,  saying  fully  30  per¬ 
cent  of  its  members’  incoming 
messages  are  probably  spam. 

While  much  spam  still  falls 
into  the  take-a-peek  or  get- 
rich-quick  categories, 
an  increasing 
amount  repre¬ 
sents  solicita¬ 
tions  by  well- 
known  brands. 

AT&T  Corp., 

Amazon.com 
and  the  Onsale 
Web  auction  site 
all  recently  have 
experimented  with 
bulk  e-mail.  If  other 
companies  follow  suit,  cor¬ 
porate  in-boxes  could  fill  up 
even  faster.  (See  “Minding  the 
Mail”  and  “A  Clear  Message,” 
CIO  Section  2,  May  1, 1998.) 

Marketers  dish  out  spam  be¬ 
cause  it’s  cheap.  They  can  fire 
off  thousands  of  messages  for  a 
few  hundred  dollars,  so  they 
don’t  need  to  target  specific 
audiences.  Still,  organizations 
can  take  three  steps  to  control 
mass-mailed  messages  from 
gumming  up  their  networks: 

Urge  employees  to  use  business 
e-mail  only  for  business.  To  keep 
off  e-mail  spam  lists,  experts  say, 
employees  should  use  personal 
rather  than  business  e-mail  ac¬ 


counts  for  posting  public  mes¬ 
sages  to  Web-based  forums,  elec¬ 
tronic  mailing  lists  and  Usenet 
newsgroups.  Marketers  com¬ 
monly  mine  all  for  e-mail  ad¬ 
dresses.  Instead,  set  up  a  free 
Web  e-mail  account  at  one  of  the 
portal  sites  (such  as  Hotmail  or 
Yahoo).  Or  use  anonymous 
remailers  that  remove  the  e-mail 
address  from  messages. 

Filter  incoming  messages. 
Filtering  software  includes 
Eudora  Pro  4.0  from  Qualcomm 
Inc.  of  San  Diego,  Outlook  Ex¬ 
press  from  Microsoft  Corp.  of 
Redmond,  Wash.,  and  Netscape 
Messenger  4.05  from  Netscape 
Communications  Corp.  of 
Mountain  View, 
Calif.  Each  of 
these  products 
automatically 
sorts  incoming 
messages,  trans¬ 
ferring  those 
from  unwanted 
sources  directly 
into  the  trash. 

Stop  spam  at  the 
source.  Alan 
Schwartz  and  Simson 
Garfinkel,  authors  of 
Stopping  Spam  (O’Reilly  & 
Associates  Inc.,  1998),  suggest 
responding  to  all  unwanted 
e-mail  messages.  It’s  not  as  time- 
consuming  as  it  sounds;  several 
tools  automate  the  process. 
Some,  for  instance,  intercept 
unsolicited  messages,  bouncing 
them  back  to  spammers  as  if 
they  hit  an  e-mail  address  that 
doesn’t  exist.  Finally,  confront 
spammers  on  their  turf  by 
complaining  to  their  Internet 
service  providers. 

For  more  links  and  resources, 
visit  the  Internet  ScamBusters  at 
www.scambusters.com. 

-Kathleen  Carr 


56  CIO  WEB  BUSINESS  •  SECTION  2  /  MARCH  1,  1999 


http://webbusiness.cio.com 


ILLUSTRATION  BY  TIMOTHY  COOK 


Evening  Lecture  Series,  Spring  1999 
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ments  accessible  enterprisewide.  Myrick,  for  instance,  can  eas¬ 
ily  check  his  boss’s  stated  objectives.  “This  way,  we  don’t  rein¬ 
vent  the  wheel,”  Myrick  says.  “We  can  ensure  that  people  who 
have  direct  impact  on  our  department’s  success  are  doing  the 
kinds  of  things  that  make  sense.  It  also  improves  performance 
reviewing,  since  we  can  run  review  objectives  continuously 
instead  of  once  a  year.”  In  one  instance,  this  function  revealed 
that  three  groups  in  Visio  were  attacking  the  same  business 
problem — each  without  knowing  about  the  other’s  efforts. 

Perhaps  the  biggest  difference  between  older  and  newer 
intranets  is  the  latter’s  much  heavier  publishing  burden.  Next- 
gen  intranets  typically  handle  more  text,  more  kinds  of  text 
(URLs,  threaded  discussions,  official  documents,  version  ses¬ 
sions,  multiple  formats)  and  faster  publishing  cycles,  all  involving 
content  from  more  and  more  contributors.  Structurally,  in¬ 
tranets  are  migrating  away  from  the  document-library  model 
toward  more  comprehensive  and  interactive  systems  that  are 
able  to  retrieve  increasingly  finer  grades  of  data. 

One  example  of  that  trend  is  the  intranet  recently  completed 
by  Grubb  &  Ellis,  a  Northbrook,  Ill. -based  global  commercial 
real  estate  services  company.  CIO  Scott  Williams  says  the  com¬ 
pany’s  clients  often  think  in  terms  of  strategies  that  affect 

markets  in  several 
regions  simultane¬ 
ously,  meaning  his 
company  must  pro¬ 
vide  unified  activity 
assessments  across 
many  markets.  Its 
new  intranet  was 
developed  to  allow 
anyone  in  any  of 
the  company’s  87 
offices  worldwide 
to  find  and  recover 
information  and  ex¬ 
pertise  on  the  condi¬ 
tions,  properties  and 
services  available  in 
any  other  markets. 
If  end  users  can’t 
find  data  on  the  de¬ 
sired  topics,  they  can 
set  up  threaded  discussion  lists  in-house,  recruiting  the  expertise 
from  among  themselves.  The  new  system  allows  users  to  define 
and  then  switch  seamlessly  between  different  information  envi¬ 
ronments  (personal,  workgroups,  projects  and  companywide), 
linking  back  and  forth  among  these  as  needed.  Grubb  &  Ellis 
uses  e:Folders  by  Integration  Ware  Inc.  of  Buffalo  Grove,  Ill.,  one 
of  a  growing  number  of  knowledge  management  tools,  to  man¬ 
age  those  choices. 

e:Folders  supports  the  definition  of  templates  that  can  con¬ 
tain  mixes  of  several  kinds  of  data,  packaged  with  various  fil¬ 
tering,  linking,  format  conversion,  notification  and  security  rou¬ 
tines.  Any  e:Folder  can  interact  with  any  other.  For  instance, 
one  folder  might  signal  a  second  to  look  in  a  third  for  an  update 
and,  if  one  is  found,  send  the  results  to  a  fourth,  which  would 
publicize  it.  Other  products  appearing  in  this  rapidly  growing 
space  include  Knowledge  Management  Suite  from  Dataware 


On  Our  Web  Site 


cio.com 

For  more  on  personnel  functions 
online,  see  www.cio.com/archive/ 
webbusiness/120  7  98_hr.html. 

For  intranets  "pushing  the 
operational  envelope,"  see 

www.cio.com/archive/webbusiness/ 
070 7 98_intranet_overview_html. 

For  more  on  e-mail  manage¬ 
ment,  see  www.cio.com/archive/ 
webbusiness/050 1 98_customer.html 
and  www.cio.com/archive/ 
webbusiness/050  7  98_main.html. 


Checking  Up 

Everything  needs  a  checkup  once  in  awhile, 
and  Web  sites  are  no  exception.  NetMechanic,  by 
Monte  Sano  Software  LLC  of  Huntsville,  Ala.,  offers 
free  Web  site  checkups.  NetMechanic  tests  the  status  of 
all  links  on  the  site  and  reports  any  that  don't  work.  It 
also  reviews  all  HTML  tags  and  offers  tips  for  improving 
them.  NetMechanic  can  also  monitor  servers  for  up  to 
eight  hours  to  detect  potential  problems  such  as  delays 
or  broken  links.  It  can  even  check  your  URL  every  1 5 


minutes  to  test  how  long  it  takes  pages  to  load.  For 
$10  a  month,  Server  Check  Pro  will  monitor  a  site's  URL, 
alerting  the  owner  via  e-mail  or  pager  if  something  goes 
awry.  For  more  information,  visit  www.netmechanic.com 
or  call  256  461-9857. 


-Kathleen  Carr 


Sibling  Revelry 

IT  BEGAN  WITH  A  PAIR  OF  TEENAGE  BROTHERS 
experimenting  with  technology  in  their  parents' 
basement;  it  evolved  into  an  online  business  soft¬ 
ware  company.  Modaka  Corp.,  run  by  Veer  Gidwaney, 

1 9,  and  his  brother  Vinay,  17,  of  Edmonton,  Alberta, 
offers  solutions  for  "expanding  the  desktop"  without 
breaking  the  bank.  Modaka's  ROAM  (Remote  Office 
Access  Module)  lets  users  access  their  computers 
remotely  from  any  computer  with  Web  access.  The 
onetime  cost:  $30.  DIBS  (Desktop  Integrated  Browsing 
System)  gives  users  Web  site  updates  on  their  desk¬ 
tops.  Users  simply  choose  the  sites  and  tell  the  applica¬ 
tion  how  many  times  they  want  automatic  updates  to 
appear  on  the  screens.  For  a  onetime  charge  of  $19.95, 
users  get  the  latest  stock  updates  and  news.  For  more  infor¬ 
mation,  visit  www.modaka.com  or  call  519  673-0501 . 

-Kathleen  Carr 
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“At  Sony,  we  installed 

at 

I  developed  reports  myself  and 
put  them  on  the  Web  by 


How  does  Sony  Electronics  put  so 
many  great  products  in  the  hands  of 
consumers?  They  useWebFOCUS 
to  put  up-to-the-minute  inventory 
data  in  the  hands  of  their  managers. 

WebFOCUS  is  a  powerful,  Web 
reporting  and  analysis  system  that 
can  access  any  database  and  platform, 
so  it  was  easy  to  consolidate  data. 
And  it’s  so  productive  developers 
were  able  to  put  new  reports  on 
their  intranet  in  minutes. 

Gary  Fisher,  DataWarehousing 
Manager  at  Sony  Electronics  says,  “It 
gives  everyone  from  senior  executives 
to  operational  staff  the  answers  they 
need  when  they  need  them.” 

Now  that’s  remote  control. 

www.ibi.com/sco 


AND  THE  ENTERPRISE 


800-969-INFO.  In  Canada  call  (416)  364-2760.  E-mail:  info@ibi.com 
WebFOCUS  is  a  trademark  of  Information  Builders,  Inc.  New  York,  NY 
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Technologies  Inc.  of  Cambridge,  Mass., 
and  iManage  Network  from  NetRight 
Technologies  Inc.  of  San  Mateo,  Calif. 

The  accelerating  information  cycles 
and  interactivity  of  the  new  intranet  are 
increasingly  incompatible  with  hard-copy 
printing,  which  suggests  that  the  day  of 
the  long-rumored  paperless  office  might 
be  drawing  closer.  If  so,  changing  the 
medium  may  mean  changing  the  rules 
and  tools  of  composition,  especially  in 
the  case  of  business  texts.  “Business  doc¬ 
uments  are  not  read  like  novels;  they  are 
read  like  maps,”  says  Daniel  S.  Bricklin, 
founder  and  chief  technology  officer  of 
Trellix  Corp.,  a  Waltham,  Mass. -based 
company  whose  software  is  optimized 
for  writing  documents  destined  to  be  dis¬ 
tributed  over  intranets  and  read  onscreen. 
Bricklin’s  point:  The  specific  information 


hour,”  says  Steele.  Sales  employees  also 
use  the  tool  to  write  forms  and  scripts 
that  run  during  client  sessions  and  record 
points  arising  for  general  distribution. 

The  more  time  employees  spend  on 
these  new  intranets,  the  more  impor¬ 
tant  it  becomes  to  use  them  for  reflect¬ 
ing  and  extending  a  coherent  corporate 
identity.  In  1997  SoftChoice  Corp.,  a 
Toronto-based  business  software  re¬ 
seller,  began  growing  rapidly.  Managers 
were  concerned  that  company  tradi¬ 
tions  and  values  might  get  lost,  espe¬ 
cially  since  the  company  was  dispers¬ 
ing  geographically  and  only  new  hires 
were  working  in  branch  offices.  To  cre¬ 
ate  a  common  corporate  culture,  Soft- 
Choice  launched  an  intranet-based 
newsletter.  The  interactive  publication’s 
sections  include  company  news  (such 


An  intranet  2.0  typically  allows  users 
unprecedented  ability  to  directly  manage 
their  own  relationship  with  their  employers. 


somebody  needs  at  any  one  time  often 
accounts  for  a  tiny  fraction  of  a  docu¬ 
ment’s  contents,  while  the  document  itself 
is  usually  stored  in  a  huge  archive.  To¬ 
gether,  those  facts  mean  content  con¬ 
sumers  need  easy  ways  of  navigating 
within  both  documents  and  archives, 
including  maps  of  their  current  locations, 
while  originators  need  equally  simple 
tools  for  embedding  rich  textures  of  links 
in  documents.  To  this  end,  Bricklin’s 
Trellix  2.0  boasts  a  long  list  of  link¬ 
processing  and  map-editing  features. 
(The  company  also  maintains  a  site  that 
collects  experience  and  expertise  on  writ¬ 
ing  screen-oriented  business  documents 
at  www.gooddocmnents.com.) 

Rand  Worldwide  of  Toronto,  a  value- 
added  reseller  of  computer-aided  design 
products,  uses  Trellix  2.0  to  educate  its 
sales  force  about  products  and  client 
concerns.  At  one  time,  executives  sent  all 
intranet  updates  to  a  webmaster  at  com¬ 
pany  headquarters,  who  converted  it  to 
HTML  and  then  posted  it,  Product 
Manager  Bob  Steele  says.  That  process 
often  took  days,  both  because  of  the 
webmaster’s  work  cycle  and  because  his 
translations  sometimes  needed  a  second 
draft.  With  Trellix,  employees  convert 
and  post  the  text  themselves.  “Our 
refresh  cycle  has  gone  from  a  week  to  an 


as  seminar  schedules  and  charitable 
events),  forums  for  sharing  best  prac¬ 
tices  and  proposing  new  ideas,  and 
even  movie  reviews.  According  to  An¬ 
drew  MacKenzie,  SoftChoice’s  man¬ 
ager  of  e-commerce  services,  the  news¬ 
letter  succeeds  in  passing  along  the 
subtleties  of  the  company’s  traditions. 
“Right  now,  we  have  an  article  about 
‘stretch-a-buck’  techniques,”  Mac¬ 
Kenzie  says.  “If  a  new  person  just  came 
from  a  company  where  managers  pride 
themselves  on  the  size  of  their  expense 
accounts,  that  article  would  help  them 
understand  how  we’re  different.” 

No  company  as  yet  seems  to  have  all 
the  features  defining  the  new  intranet 
combined  in  one  system:  a  full  suite  of 
employee-facing  apps,  ubiquitous  pub¬ 
lishing  and  a  simple  system  for  defining 
powerful  collaborative  environments 
appropriate  for  any  list  of  people  wher¬ 
ever  they  work.  However,  more  and 
more  companies  are  focusing  on  this  end; 
more  and  more  know  what  they  want 
their  intranets  to  do.  This  suggests  that  a 
new  paradigm  for  what  the  term  intranet 
means  is  beginning  to  take  shape.  BEI 

Fred  Hapgood,  a  freelance  technology 
writer  based  in  Boston,  can  be  reached 
at  hapgood@pobox.com. 


uu 
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Ending  the 
Paper  Chase 

Harnessing  the  power 
of  the  Internet  is  a  good 
way  to  save  money  while 
staying  mobile.  E-Merge  Inter¬ 
viewer,  developed  by  Dayton, 
Ohio-based  Reynolds  and  Rey¬ 
nolds  Co.,  allows  users  to  view, 
merge  and  print  electronic  docu¬ 
ments  through  their  Web  brows¬ 
ers.  E-Merge  takes  data  from 
application  systems,  puts  it  on 
electronic  forms  and  stores  it  on  a 
password-protected  Internet 
server.  Users  can  access  those 
forms  anytime  from  any  com¬ 
puter  with  a  Web  connection. 
For  more  information,  visit 
www.reyrey.com  or  call  888 
4REYREY  (888  473-9739). 

-Kathleen  Carr 


From  Browsers 
to  Buyers 

A  TAKEOUT  RESTAURANT 
could  let  customers  de¬ 
sign  and  order  their  dream 
pizzas  from  their  desktops.  A  bou¬ 
tique  could  let  shoppers  compare 


several  jackets  or  suits  online,  sel¬ 
ecting  their  purchases  with  a  few 
clicks.  It's  a  snap  with  Jio,  software 
from  iDream  Software  of  Bothell, 
Wash.  Using  Jio,  customers  can 
drag  items  on  a  site  into  preview 
areas,  compare  them  and  then 
make  the  online  purchase  on  the 
spot.  And  the  Java-based  software 
requires  no  browser  plug-ins.  For 
more  information,  visit  www. 
idreamsoftware.com  or  call 
800  688-9558.  -Kathleen  Carr 
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ENTERPRISE 


VALUE 


AWARDS 

The  Award  for 


Finally,  an  Award  for  IT  That  Honors 
More  Than  Technology 

CIO  created  the  Enterprise  Value  Awards  to 
honor  executives  using  innovative  IT  solu¬ 
tions  to  bring  about  real  business  value. 

While  many  awards  programs  focus  on  Best 
Product,  CIO  honors  what  really  counts — making 
a  difference  in  the  way  you  do  business. 


Technology 

Solutions 


Positioning  IT  as  a  Business  Asset 

As  an  executive  who  has  built  an  IT  system 
delivering  both  ROI  and  strategic  value  to  your 
organization,  you  deserve  special  recognition. 
The  CIO  Enterprise  Value  Award  will  bring  you, 
your  company  and  your  IT  organization  the 
prestige  you  have  earned. 


That  Drive 

Business  Value 


How  to  Enter 

If  your  IT  system  has  made  a  positive  impact 
on  your  business,  we  encourage  you  to  down¬ 
load  the  application  from  our  Web  site  at 
www.cio.com/eva  or  contact  Lisa  Kerber  at 
508  935-4449. 


Presented  By 

CIO  Communications  Inc.  Proudly  Underwritten  By 


DEADLINE  JUNE  15,  1999 

Winners  will  be  featured  in  CIO  on  Feb.  1,  2000,  and  honored  at  an  awards  ceremony  on  Feb.  1,  2000. 
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Say  We  Use  Less  than 
20%  of  Our  Potential 
Brain  Power 


mgsm 

"It  occurred  to  me  that  I  have  paid  con¬ 
sultants  many  times  the  cost  of  this 
software  on  many  contracts  through¬ 
out  my  career,  and  have  received  a  lot 
less  usable  information. " 

Carol  Naughton 
Product  Reviewer 
SIGCAT  Foundation 


Imagine  What’s  Possible  if  You  Could 
Access  the  Rest... 

Now  it's  possible  to  increase  your  knowledge  base  by  accessing  vast 
amounts  of  best  practices,  models  and  methods  without  ever  leaving  your 
desk — and  within  moments  of  when  you  need  it. The  authors  of  the  CIO 
ConsultWare  Series  have  filtered  and  aggregated  key  information  so  you 
use  your  time  and  resources  wisely. 


" Thanks  to  the  validity  of  the  informa¬ 
tion  presented,  the  CIO  ConsultWare 
Series  IT  strategy  product  has  proven 
to  be  literally  worth  it's  weight  in  gold  l" 

Edwin  L.  Martinez 
Director,  Management  Info.  Systems 
Micro  Optics  Design  Corporation 


"With  today's  staffing  challenges,  this 
CIO  ConsultWare  product  really 
belongs  in  the  hands  of  IT  executives 
everywhere.  We  may  not  be  able  to  fix 
the  IS  staffing  crisis,  but  at  least  with 
products  like  these,  we  can  level  the 
playing  field  considerably." 


Angelo  Privetera 
CIO 
HDR,  Inc. 


CIO  ConsultWare  is  produced  jointly 
by  CIO  Communications  and  ICEX,  an 
independent  research  firm. 


Packaged  intellectual  capital  in  the  form  of  benchmarking  reports  and 
searchable  CD-ROMs  provides  you  with  the  knowledge  you  need  on  the 
critical  technology  management  issues  necessary  to  enhance  your 
company's  productivity  and  bottom  line. 


Topics  currently  available 
tor  purchase: 

►  Implementing  IT  Strategy: Trends, 
Procedures  &  Best  Practices  for 

$2,295 

►  Optimizing  Human  Resources:  Best 
Practices  in  Hiring,Training  & 
Retaining  IT  Talent  for  $  1 ,995 

►  Mastering  Your  Intranet/Internet: 
Policies,  Procedures  &  Best  Practices 

for  $1,495 

►  Managing  IT  Standards:Trends  & 
Practices  for  $1,495 


For  more  information  or  to  download  a 

demo,  visit  our  Web  site  at  www.cio.com/consultware. 

To  order  any  CIO  ConsultWare  Series  research  products,  contact  Dot 
Caspersen  at  508  935-4040  or  email  your  inquiry  to  research@cio.com. 


THE  CIO  CONSULTWARE  SERIES™  INTELLECTUAL  CAPITAL  THAT  MAKES  YOU  THE  EXPERT 


BACK  TALK 


THINKING  AGAINST  THE  GRAIN 


Rob  Rodin  is  CEO  of 
Marshall  Industries,  a  $1.7 
billion  electronic  parts  dis¬ 
tributor  that  uses  the  Web 
to  sell  more  than  250,000 
different  parts  made  by  150 
suppliers  to  more  than 
60,000  customers.  His 
book  Free,  Perfect,  and 
Now:  Connecting  to  the 
Three  Insatiable 
Customer  Demands,  will 
be  published  this  month 
by  Simon  &  Schuster. 

CIO  Web  Business: 

How  important  to  your 
business  was  being  first 
to  the  Internet? 

I  didn’t  know  how 
important  it  was  at  the 
time,  but  being  first  cre¬ 
ated  a  profile  of  the 
company  as  an  innova¬ 
tor.  It  got  a  lot  of  atten¬ 
tion  from  people  who 
wanted  to  do  different 
things  on  the  Internet, 
so  it  was  important  in  sev¬ 
eral  ways.  It  was  exciting; 
it  was  nice  to  have  smart 
thinkers  of  the  time  come 
to  us  and  say,  “Why  don’t 
you  try  this?”  And 
because  we  were  first,  we 
continue  to  be  in  the  role 
of  an  innovator. 

How  would  your  company 
be  different  without  the 
Internet? 

We  would  be  a  lot  more 
isolated.  We  used  the 
Internet  in  some  cases  to 
augment  things  that  we  did 
without  it,  and  in  other 
cases,  we  use  it  to  replace 
things  we  did.  We  started 
using  the  Internet  six  years 
ago,  and  today  we  can’t 
imagine  a  world  without 
the  connectivity  the 
Internet  provides. 


Rob  Rodin 
on  Net  Life 


What  kinds  of  things, 
other  than  selling,  do  you 
do  with  your  Web  site? 

We  do  a  lot  of  basic  block¬ 
ing  and  tackling.  We  use  it 
to  publish  product  specifi¬ 
cations  and  data  sheets.  We 
allow  customers  to  do  para¬ 
metric  searching  of  part 
numbers.  We  give  them 
online  voice,  data  and  video 
seminars.  A  company  like 
Texas  Instruments,  for 
example,  will  broadcast  a 
seminar  on  digital  signal 
processing  through  our  net¬ 
work.  Engineers  can  access 
the  seminars  when  they 
want  to,  either  live  or 
archived.  We  have  a 
database  of  hundreds  of 
thousands  of  engineers 
whom  we  invite  to  seminars 
electronically.  If  they  access 


them  live,  they  can  interact. 
They  have  chat  capability 
or  can  phone  in.  We  do  the 
seminars  in  multiple  lan¬ 
guages.  At  the  last  seminar 
we  had  2,000  engineers  at 
the  live  broadcast,  and  in 
the  next  90  days  we  had 
that  many  again  visit  the 
archived  version. 

How  has  the  Internet 
changed  the  definition  of 
the  word  customer ? 

We  used  to  call  customers 
“customers.”  These  are 
companies  like  IBM.  But  we 
now  know  that  our  cus¬ 
tomers  are  not  companies 
but  human  beings.  The 
Internet  allows  us  to  create 
individual,  idiosyncratic 
profiles  of  those  people  and 
to  understand  their  needs. 


Have  you  tried  to  calculate 
ROI  of  your  Internet  site? 

I  have  never  tried  to  put  a 
P&L  around  the 
Internet  because  I 
don’t  know  where 
to  draw  the  line. 
The  Internet  is  not 
self-contained.  I 
can’t  say,  “This  is 
what  it  does  and  it 
stops  here.”  I  believe 
the  ROI  is  huge. 


Where  will  you  go 
from  here? 

The  site  is  now  ro¬ 
bust,  but  it  doesn’t 
have  a  unique  per¬ 
sonality  or  the  feel  of 
a  place  where  a  per¬ 
son  can  develop  a 
sense  of  trust  or  inti¬ 
macy.  We  are  working 
on  programs  that  will 
create  a  personality  for 
the  site  and  will  help 
build  trust.  We  are  go¬ 
ing  to  move  away  from 
having  a  “home  page” 
and  move  toward  having 
“your  home  page.”  We  will 
have  a  series  of  avatars  or 
agents  that  you  can  identify 
with  and  that  understand 
your  needs.  They  will  work 
on  your  behalf;  they  will 
search  through  things  and 
deliver  information  to  you 
at  your  request. 


Why  did  you  start  this  in 
the  first  place? 

Our  thinking  six  years  ago 
was  that  every  customer 
wanted  three  things;  they 
wanted  everything  free,  per¬ 
fect  and  now.  So  we  looked 
for  tools  that  provided  in¬ 
stant  access  with  the  best 
possible  interface  and  the 
lowest  cost.  That  was  the 
Internet.  -Art  Jahnke 
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Where  does 
infrastructure  end 


r' 


and  business  begin? 


This  isn't  a  trick  question.  Ideally, 
the  IT  infrastructure  —  data,  systems, 
applications  —  should  support  even  the 
most  daring  business  initiatives  from 
start  to  finish.  Realistically,  though, 
the  infrastructure  can  also  derail  them. 
And  ultimately,  you're  responsible. 

We  understand  just  how  daunting  this 
position  can  be.  So  we  provide  the 
most  comprehensive  portfolio  of 
products  and  services  to  manage  and 
improve  your  IT  infrastructure  —  from 
database  and  systems  management  to 
data  warehousing,  decision  support, 
application  lifecycle  and  Year  2000  — 
all  with  a  lot  less  risk.  Because  when 
you  can  spend  less  time  looking  back 
over  your  shoulder,  you  stay  more 
focused  on  what's  coming  up  ahead... 
where  your  business  really  begins. 
Why  not  start  right  now,  right  here? 
www.platinum.com/shine 


make  m  shine 
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data*systems»apps 
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With  an  IBM  Web  Self-Service  solution,  they’d  all  be  at  the  front  of  the  line  for  ticket 
purchases,  reservations,  seat  changes,  flight  availability  or  frequent  flyer  questions. 


e-business 


IBM,  the  e-business  logo  and  Solutions  for  a  small  planet  are  trademarks  of  International  Business  Machines  Corporation  in  the  United  States  and/or  other  countries.  ©1999  IBM  Corp.  All  rights  reserved. 


You’ve  got  a  Web  site.  So  why  are  they  still  standing  in  line?  New  generation 

IBM  Web  software  gets  sites  beyond  pubbshing,  improving  customers’  satisfaction  by  giving  them  tools  to 
serve  themselves  on  their  schedule,  while  increasing  profits  by  freeing  staff  from  routine  tasks.  Our 
Web  Self-Service  solutions  let  you  start  basic  and  add  functionality  as  you  go.  The  result:  highly  interactive 


apps  that  link  to  core  data  and  business  functions -and  move  you  to 


Solutions  for  a  small  planet'” 


the  front  of  the  line.  See  how  at  www.software.ibm.com/webselfservice. 


